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Reopen Hearing 
on Cleveland 
rade Zone Rule 


Audit Bureau Directors 
Set Sept. 23 Hearing 
for ‘Plain Dealer’ 


Cuicaco—The Cleveland Plain 
Mecaler will get another chance 
hext September to air its protest, 
before directors of the Audit Bur- 
au of Circulations, against the 
ction of the ABC board and man- 
ging director, James N. Shryock, 
rimming three counties from the 
leveland trading area. 

That became clear last week 
yhen the bureau issued a brief 
nnouncement of the board’s deci- 
ion to hold a “further hearing” 
1) the case, which has already 
esulted in a formal appeal by 
he Plain Dealer and a warning 
hat the directors’ action sets a 
recedent which endangers the 
ights of major dailies whose 
‘ading zones overlap the trading 
‘city zones of smaller cities and 
reir publications. 

Without further comment on the 
yurse it will take, the bureau 
iid last week that: “The board 
f directors of the Audit Bureau 
f Circulations at its meeting June 
0-21 granted the Cleveland Plain 
Dealer a further hearing at the 
eeting to be held in New York 
‘ity on Sept. 23, which hearing 
ill be limited to consideration of 
ertain procedural and technical 
points raised by the Cleveland 
lain Dealer.” 


The Cleveland daily called in 
Ss attorney to draft the lengthy, 
hard-hitting appeal, and ABC offi- 
lals employed legal counsel to 
elp shape their formal reply to 
he Plain Dealer. Details of the 
eply were not disclosed by the 
ureau,. 

The board’s decision, made last 
pril, excluded territory in three 
ounties from the Cleveland trad- 
ig zone. Early in June the Plain 
Peaier filed its appeal, asking a 
bearing at the June 20-21 meet- 
mg of the directors in Montebello, 
rue. It charged that the April 29 
rec), on reversed an earlier de- 
isi of the board in March, at 
whi . time the paper protested 
Ir. shryock’s action and the di- 
fc s allegedly agreed that no 
nal es should be made in exist- 
Ng tail trading areas until the 
‘m had been studied thor- 


| addition, the paper stated, 
S given no notice that the 
Phi | would be considered again 
‘te board’s April meeting. It 
he ed that the board violated 
principle of fair procedure” 
‘ending its bylaws after the 
© was brought before it, so 
1€ managing director could 
ise the power of changing 
lundaries of retail trading 
— ‘t will.” Besides, it charged, 
“© rector ignored undisputed 
ce Submitted by the Plain 
- “ignored the obvious im- 
Continued on Page 64) 
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COLGATE GETS GOING—Colgate-Palm- 
olive-Peet Co. is using ads for its am- 
moniated tooth powder in 157 news- 
papers in 137 cities, plus seven national 
magazines, Sunday magazines, hitchhikes 
after its network programs and spot 
announcements on 150 stations. Sherman 
& Marquette, New York, is the agency. 


Directors Drop 


ANAN’S Future 
on Stockholders 


Entire Group Meets Soon; 
‘N. Y. News,’ Founder, 
Reported Pulling Out 


New YorK—The formal “out- 
come” of an eight-hour meeting of 
directors of American Newspaper 
Advertising Network, Inc., at the 
Waldorf-Astoria last Thursday 
was simply this statement, on 
Friday: 

“As a result of yesterday’s meet- 
ing, a meeting of stockholders has 
been projected for later in the 
year.” 

This meeting is expected to be 
held in New York in August. 
Thomas J. Cochrane of the New 
York News, president and chair- 
man of ANAN, declined to give 
details, and Edward D. Madden, 


executive vice-president, went 
away for a long weekend. 
Neither would Mr. Cochrane 


say whether or not the New York 
News—which took the initiative 
in launching the ANAN, five years 
ago—was still a member. On Wed- 
(Continued on Page 65) 


More High-Pressure 
salesmanship needed. 
See ‘Salesense,’ Page 
60. Other features: 


PPO Spitihahbeadnatrencakeasicieteusionitasteantt 10 
Advertising Market Place ..............cc.cc0000 56 
Along the Media Path 2.0.0.0... 34 
Business Paper Limage ..............ccccceeeee 42 
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IE TEE wiceutttiahhecegsecentbsaiiiceinungetabines 10 
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IID sinha dehectiCanstiins nsyecsponanscntinn 16 
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Photographic Review ...........0.ccccccccseees 39 
Rough Proofs ........ silks Dap iiciwestennsevsetibiebinieil 10 
Teleradio Man's Cormer oo... 58 
Voice of the Advertiser ...........cccccsee 48 


Fall Sales Rise 
Is Forecast at 


Furniture Show 


Summer Market Finds 
Home Furnishings 
Makers Optimistic 


Cuicaco—Manufacturers of al- 
most all types of furniture and 
home furnishings were optimistic 
over sales and general business 
prospects for fall and winter as 
the first week of the summer furn- 
iture market closed last Saturday. 

The optimism appeared to be 
well founded. Even though buying 
during the first week was marked 
by caution, three factors make the 
fall outlook as good as if not better 
than it was last year. 

First, retail inventories are at 
rock bottom. Ever since the winter 
market in January, dealers have 
been trying to live on their in- 
ventories, and wholesale business 
therefore has been slow. Now, 
however, retailers are in a posi- 
tion where they are forced to buy 
if they wish to have anything to 
offer customers. 

Second, manufacturers of furn- 
iture, bedding, floor coverings, 
curtains, fabrics and appliances 
have cut their profit margins to 
perhaps the lowest point in his- 
tory. In some cases, profits are 
based on manufacturing economies 
that have not yet been made. Raw 
material and labor costs show no 
prospects of decline, and therefore 
further price cuts are not in the 
cards. 


es Third, manufacturers of most 
types of home furnishings have 
upgraded quality, and style and 
fashion are more in evidence than 
at any time since the war. Both 
sellers and buyers agree that the 
cream has been taken off the pro- 
motional items—that consumers 
are demanding quality and value, 
(Continued on Page 63) 
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THE NATIONAL NEWSPAPER OF MARKETING | 


Sewree Steeerre «§ Chr eaee 


NEW WRAP—This black-and-red page in 
the Chicago Tribune Wednesday opened 
Sawyer Biscuit Co.’s campaign for Baker 
Boy crackers in their new quarter-pound 
cellophane wrap. George H. Hartman Co. 
is the agency for Sawyer, a division of 
United Biscuit Co. of America. 


July Furniture 
Market Features 
TV Sets, Tables 


Avco Estimates Goal 
of 2,000,000 Sets in 
1949 Will Be Reached 


Cuicaco—Television sets—and 
furniture designed to make home 
televiewing easier—drew an im- 
portant share of buyer interest at 
the annual summer furniture mar- 
ket here last week. Manufacturers 
were pleased by the interest, but 
a little disappointed by the num- 
ber of orders taken during the 
first week of the show. 

There seemed to be little doubt 
that the uncertainty over the “up- 
stairs band” of television has hurt 
sales. Television sales for June 
were off as much as 20-25% from 

(Continued on Page 61) 


Last Minute News Flashes 


Philbin, Brandon & Sargent Form TV Agency 

New YorK—Philbin, Brandon & Sargent, a new agency to handle 
television advertising exclusively, was formed here last week with of- 
fices at 277 Park Ave. The principals are: Ewing Philbin Jr., formerly 
assistant manager, New York Life Insurance Co.; Peter J. Brandon, 
formerly a time salesman with Mutual Broadcasting System and gen- 
eral manager of WFAK, Charleston, S. C.; and C. Denny Sargent, for- 
merly an art director with Young & Rubicam. 


NBBB Comes to Aid of DDT Makers 


New YorK—The National Better Business Bureau declared today 
that, despite “scare” statements which have been circulated, “there is 
no reason why properly labeled household insecticides containing DDT 
should not be advertised and sold to the public.” As an aid to manu- 
facturers and distributors, the bureau says that “advertising should 
contain no statements tending to encourage careless use of household 
insecticides containing DDT... Advertisements should contain a cau- 
tionary statement to use only as directed.” 


Gorillas Help Out in RKO Film Exploitation 


New YorK—RKO Radio Pictures will adopt circus techniques to 
ballyhoo “Mighty Joe Young,” a story of a gorilla. Two-color spreads, 
one-shots, appear in Life and Look. The company will also use spot 
radio and outdoor, plus cooperative newspaper ads. Premieres will be 
held in 350 New York and New England theaters, with advance men 
touring with gorillas, Foote, Cone & Belding is the agency. 


(Additional News Flashes on Page 65) 
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Radio ‘Reps See 
Industry Threat 
in Direct Sales 


Group Calls Percentage 
Selling of Goods 
Death as Ad Medium 


New York—The National Asso- 
ciation of Radio Station Represent- 
atives last week lashed out at the 
direct selling plan launched among 
radio stations by Direct Radio 
Sales, Inc., declaring that parti- 
cipating stations were risking their 
future as advertising media. 

On June 23, Donald Withycomb, 
president of DRS, sent to stations 
a letter outlining the plan, which 
briefly works like this: DRS signs 
up manufacturers, who send sam- 
ples to stations; the stations adver- 
tise the product; the orders, sent 
by the station daily to DRS, are 
tabulated and sent to the manu- 
facturer, who ships c.o.d. to the 
buyer. The station gets 30% of the 
retail price of the article, DRS get 
10%. 

“No frequency discounts, agency 
or representative commissions are 
involved,” wrote Mr. Withycomb. 
“We believe the plan we have to 
offer will build substantial revenue 
for the stations.” 


a The NARSR (composed of 20 
representative firms), through T. 
F. Flanagan, its managing director, 
took prompt and savage exception 
to the arrangement. In a widely 
distributed rebuttal, the association 
lined up 11 points on which it dis- 
likes “per inquiry” deals: 

“1. Stations which participate 
in ‘p. i.’ deals are gambling with 
time, which is their only salable 
product, and in which they have 
invested their capital, and are 
maintaining payrolls. 

“2. Prices at which you can sell 
products and services always tend 
toward the maximum discount 
which you allow,..Hence, you 
are pointing your rate structure 
toward lower income. 

“3. Legally and morally a sta- 
tion cannot have two prices for 
the same service, one rate card 
price to some sponsors, and a per 
inquiry price to others. 


ws “4. Stations have no way of 
knowing the marketability of a 
product. The marketability is the 
producer’s responsibility. Stations 
may fritter away a large amount 
of valuable time before discover- 
ing that there is little or no sale 
for the ‘p. i.’ product.. 

“5. On ‘p. i.’ deals the station 
is associating itself, in the main, 
with the smallest, lowest-rated 
manufacturers and_ speculators, 
with fly-by-nights, newly organ- 
ized speculative businesses, con- 
cerns lacking capital to buy time 
on the proper basis, with concerns 
and products having an almost 
100% death rate, with schemers 
and cut-throaters. Instead, sta- 
tions should be associating them- 
selves with the most reputable, 
high-type retail and national ad- 
vertisers, from the standpoint of 

(Continued on Page 61) 
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Appoints Doner Agency 


Ruby Chevrolet, Chicago, has 
placed its advertising with the 
Chicago office of W. B. Doner & 
Co. Radio, television and news- 
papers will be used 


Ewers Joins Station WHBC 


Ted Ewers, formerly with Re- 
public Steel Corp. and Kettering 
Service, has joined the sales staff 
of Station WHBC, Canton, O. 


- 7 e e . 
s R.7.8.*%, everyone here anxious to e 
know more about what you're selling. 
Send word through KIOA, we'll be 
sure to hear. ® 
As Des Moines’ only 10,000¢ watt 
station, KIOA will serve yeu admir- 
ably in lowe's abundant market. 
sfage maps, schedules and avail- 
abilities are yours for the asking, e 
See any Pau! Raymer man or 


write direct to KIOA, Des Moines, 
lowa. 


* * 
*Radio Time Buyer 
410,000 Watts day, 5,000 Watts night 

SS i ee ot ee ee ee 


WHAS Authorized 


to Go Ahead on TV 


WASHINGTON—The Federal Com- 
munications Commission announ- 
ced Wednesday that it proposes to 
give Station WHAS, Louisville, 
additional time to complete tele- 
vision facilities which have been 
under construction since Sept. 19, 
1946. 

On recommendation of Trial Ex- 
aminer Leo Resnick, the commis- 
sion majority ruled that the delay 
stems from complicated construc- 
tion problems, and does not indi- 
cate a “lack of diligence” on the 
part of the Louisville Courier- 
Journal & Times Co., licensee of 
WHAS. Commissioner Robert 
Jones dissented. 

The application for additional 
time to complete WHAS-TV was 
subjected to public hearing last 
February at the same time that 
the commission took a request for 
permission to sell all WHAS radio 


properties to Crosley Corp. for 


nearly $2,000,000. 

Previously, Mr. Resnick had 
ruled that Crosley facilities at 
Cincinnati would overlap with 
WHAS in violation of FCC’s duo- 
poly rule (AA, July 4). 

His veto of the $1,950,000 trans- 
fer deal will be appealed to the 
commission. 


WFMY-TV Joins NBC 


Station WFMY-TV, Greensboro, 
N. C., has joined National Broad- 
casting Co. The station has ap- 
pointed Harrington, Righter & Par- 
sons, New York, as national tele- 
vision representative. WFMY-TV 
also is an affiliate of DuMont 
Television Network (AA, June 
27). 


Form Futterman-Gerber 


William Futterman, formerly of 
William Futterman Advertising, 
and Seymour Gerber, formerly of 
Hunter Gaby Studios, have formed 
a new advertising agency, Futter- 
man-Gerber Advertising Agency, 
with offices at 17 E. Chestnut St., 
Chicago il. 


Capt. Fried, Rescue Hero 
and Luckies Endorser, Dies 


Capt. George Fried, master of 
the S. S. President Roosevelt and 
the S. S. America, and participant 
in two dramatic sea rescues, died 
in Yonkers, N. Y., July 3. To the 
advertising world he was known 
because page ads in newspapers 
in January, 1929, proclaimed: 
“Captain George Fried, Heroic 
Rescuer, says ‘Reach for a Lucky 
Instead of a Sweet.’” 

The copy and art, which mixed 
dramatic stories of his rescue 
activities with strong words of 
commendation for Lucky Strikes, 
especially in preference to sweets, 
created a storm of criticism, par- 
tially based on propriety and par- 
tially emanating from the con- 
fectioners, who regarded the whole 
Lucky campaign with anything 
but affection. 


Davis & Lawrence to JWT 


J. Walter Thompson Co., Mon- 
treal, has been appointed to handle 
the advertising of Davis & Law- 
rence Co., Montreal, manufacturer 
of proprietary and toilet articles. 


Where 


i, 
A scRiPPS 


POWER To DO GOOD. 


else can you get so 
much dependable research 
and SELLING POWER, too? 


ELEVENTH CLEVELAND 
ian STORE, 


SSSSSEE REED 


BeSEEEL ES ELSES 


. 


The Cleveland Press is not satisfied with only giving 
top coverage and concentration in the busy Cleve- 
land market. We feel that advertisers also need to 
know the many intricate details of the market for 
better planning of advertising, and need dependable 


research for better measurement of results. The seven 


books illustrated here are major examples of what 


The Press does to fill these needs. Know any other 


-POWER TO MOVE Goops 


medium that offers so much to advertisers in addi- 
tion to top-grade results? That explains why this 
newspaper is famous for READERS, RESULTS and 


RESEARCH—the 3 R’s of successful selling. 


Advertising Age, July 11. ig4 


Weaver and Wil: 
Join NBC; Meac : 
Heads Y&R Rai‘in 


New YorK—Sylvester L. (Pat) ’ 
Weaver Jr. has resigned as ice. 
president and director of You ig , 
Rubicam’s radio-television de art. 
ment and as a member of the « xec. 
utive committee and plans | oar; 
of Y&R to join National Broad ast. 
ing Co. on Aug 
1. as_ vice-presj- 
dent in charve of 
television. 

Frederic W 
Wile Jr., former 
operations super- 
visor of the 
Young & Rubi- 
cam radio-tele- 
vision depart- 
ment, will join 
NBC as assistant 
to Mr. Weaver. - 

Everard W. Meade, vice-presi- 
dent and radio manager of Young 
& Rubicam, has been promoted to . 
the post of director of this depart- 
ment and to the executive com. 
mittee and plans board. : 

Sidney Strotz, former adminis-/ 
trative vice-president in charge o(| 
NBC’s western division and telec-| 
vision, working out of the West 
Coast and New York, recently 
was transferred to the West Coast 
as administrative vice-president in 
charge of NBC television. 


-—- 


Pat Weaver 


4 


i 
me Mr. Weaver has had a long 
career in radio and advertising. He 
joined the CBS-Don Lee network 
as writer-producer in 1932, sul | 
sequently becoming program mar 
ager. In 1935 he joined Young 
Rubicam to produce the Fred Al# 
len show and supervise other pro 
grams, later becoming manager 
the radio department. 

In 1938 Mr. Weaver joine 
American Tobacco Co. in charg 
of Lucky Strike advertising. 4 
short time later he was name 
director of advertising of the con: 
pany, a post he held until 194 
when he rejoined Young & Rubi- 
cam as vice-president and direct 
of radio-television. From 1941 | 
1945 Mr. Weaver was on leave 0! 
absence from American Tobacc} 
for war service. 


a Mr. Wile was with CBS befor 
joining Y&R in 1934 as manage! 
of radio publicity. He subsequent! 
became assistant manager of the 
agency’s Hollywood office, bus 
ness manager of the radio depal'- 
ment and assistant to the directo 
of radio. 

Mr. Meade, former assistant ! 
the president of American Tobact! 
Co., rejoined Y&R in Apri! las 
year after having been with thé 
agency as a radio executive from} 
1935 to 1938 in both New York ani 
Hollywood. He was a producer “| 
the Burns and Allen program. 


Aikens to Lipman Wolfe 


Roberta Aikens, formerly : 
tising manager of Roberts B: 
Store, Portland, Ore., has 
named advertising manager ‘ 
man Wolfe & Co., Portlan 
placing Murray Kushell. 
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| The Salesman Wit We HE * 


<oday the salesman with the best chance of success in the chemical industry is a 


ve d Ch. E. That’s because he has to be able to talk to chemical engineers in their own 
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language. The same is true, increasingly, in all other industries. It takes an expert, 


beforg a scientific American, to do the purchasing of industry. It takes an equally scientific 
inagel : 


of the American to sell him. 


epatt- You spend industrial advertising dollars to support the effort of your salesmen. 
Logically you aim your message at the scientific Americans they have to sell. In the past, 
you have reached them through a composite list of trade papers and general maga- 
“trosy . zines. Now you can reach all the scientific Americans in the pages of a single magazine. 

er af The new SCIENTIFIC AMERICAN, the nation’s first magazine of science, has brought 
them together for the first time in a single select audience. It’s the magazine they read 
to keep abreast of the major developments across the whole advancing front of sci- 


ence. It’s the ane ca to put your important message over to the scientific Americans. 


opt bai dling 


*The punch-holes in the SCIENTIFIC AMERICAN Subscriber’s Identity 
Card record his title, t-3 5 company and industry. Ask to see eg 8 
the business machine kdowns of our subscription ist. Write to — i A 
SCIENTIFIC AMERICAN, 24 West 40th Street, New York 18, N. Y. 2 
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Howard, Macy V.P., 
Becomes Y&R V. P. 


New YorK—William H. Howard, 
for the past 11 years vice-presi- 
dent and publicity director of 
Macy’s department store, will join 
Young & Rubicam as vice-presi- 
dent Sept. 1, as a merchandising 
consukKant. 

In addition to his duties at 
Macy’s, Mr. Howard has conducted 
courses at the School of Retail- 
ing, New York University, and is 
co-author with Charles M. Ed- 
wards, dean of the School of Re- 
tailing, of “Retail Advertising and 
Sales Promotion.” 

Mr. Howard joined Macy’s as a 
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1929 and shortly 


in 
thereafter became advertising 
manager. In 1932 he became pub- 
licity director of Gimbel Bros. 
Three years later he became retail 


copywriter 


sales manager of Montgomery 
Ward & Co., Chicago, and three 
years after that rejoined Macy’s as 
publicity director. He is a past di- 
rector of the Audit Bureau of Cir- 
culations. 


Dorland Names Deutsch 


Herschel Deutsch, formerly vice- 
president of Small & Seiffer, has 
assumed the same title at Dorland, 
Inc., New York. Other key mem- 
bers of the Small & Seiffer staff 
are said to be joining the Dorland 
organization’s recently formed 
package goods division, which will 
operate under Mr. Deutsch’s di- 
rection. All of the active Small & 
Seiffer clients are understood to 


have appointed Dorland. 


Associated Agency Moves 

Associated Advertising Agency, 
Cincinnati, has moved its offices 
to Dixie Terminal building, Cin- 
cinnati 2. 


Co-op Leaders Fight 
to Secure Carson's 
Nomination to FTC 


WASHINGTON—Co-op leaders ex- 
changed insults with spokesmen 
for the National Tax Equality As- 
sociation Thursday as the Senate 
interstate commerce committee 
continued its hearings on the qual- 
ifications of John Carson for the 
Federal Trade Commission. 

Former Congressman Jerry Vo- 
orhis, secretary-treasurer of the 
Cooperative League of America, 
claimed that “98% of the opposi- 
tion to Mr. Carson has been in- 
spired by the NTEA.” 

Sen. Charles ‘Tobey (R., N. H.) 
said he had been trying to trace 
the source of telephone calls and 
telegrams he had been receiving 
against the nominee. 

He said many of the individuals 
calling him admitted they had 
acted upon the request of the 
president of a large New England 


insurance company. 

Roland Jones Jr., president of 
the American Retail Federation, 
said his association opposed Mr. 
Carson because “he does not pos- 
sess the qualifications of education, 
training, experience and temper- 
ament which the federation sin- 
cerely believes to be prerequisites 
for membership on the FTC.” 

He denied that Mr. Carson’s af- 
filiation with the Cooperative Lea- 
gue of America, as director of the 
Washington office for the past 
nine years, was a determining fac- 
tor. 

Additional hearings will be held 
on the nomination. 


International Salt to Jones 


Duane Jones Co., New York, 
has been appointed to handle the 
advertising of Sterling salt and 
other salt products by the Inter- 
national Salt Co., Scranton, Pa., 
effective Oct. 1. The account for- 
merly was handled by J. M. 
Mathes, New York. Future ad- 
vertising schedules will be announ- 
ced later. 


Typical of agricultural progress in the 15 states in which 
Southern Agriculturist’s 1,104,737 circulation is concentrated, 
are developments in pure blood cattle breeding. Seven of 
the ten states that led in new memberships in the American 
Jersey Cattle Club in 1948 are in the South. The South has 
more registered Guernseys today than the entire country 


STEADY INCREASE IN 


Combined farm cash marketing receipts in the 
15 states in which Southern Agriculturist’s 
1,104,737 circulation is concentrated show an 
increase of 4.1 percent for the first four months 
of 1949 over the same period in 1948, Farm 
receipts in the remaining 33 states are down 
7.2 percent for the same period. Farm receipts 


ADVERTISING POWER IN THE SOUTH 


and newsstand delivery of any other maga- 


Southern Agriculturist’s 1,104,737 circulation 
exceeds that of any other monthly or weekly 
A.B.C. magazine, urban or rural, in the 15 


Southern States. Each 


issue of Southern 


Agriculturist is delivered to more homes in 
these states than the combined subscription 


Buy the FOP MILLION " acm families that form 


the largest single reading group in the South—first in circu- 
lation—first in rate advantage—first in consumer value. 


SOUTHERN =~ 
AGRIGULTURIST fw 


Nashville *« Atlanta + Los Angeles + New York + Chicago 
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contained in 1920. Membership in the American Aberdeen- 
Angus Breeders’ Association has increased six fold since 
1937. Fair Promise Farm in Kent County, Maryland, (above) 
where Mr. A. R. Allan breeds registered Aberdeen-Angus is 
an example of the philosophy of “‘ Better Farming for Better 


Living” 


that prevails below the Mason and Dixon line. 


SOUTH'S FARM INCOME 


for the entire country are off 4.5 percent. 

Approximately 2,000,000 Southern farms 
are connected to central power lines. The rate 
of increase of farm tractors in the South for 
the year ending July 1, 1948 was more than 
double that in the balance of the country — 


22.8 percent to 9.4 percent. 


zine, In the rural field it has led for 36 consecu- 
tive months, and topped all urban magazines 
for 12 consecutive months. This circulation 
vitality stems from an editorial policy pat- 


terned to the South. 


Advertising Age, July 11, 
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Durstine Closes Its 
Chicago Unit: Stafi 


Joins Smith, Benson 


Cuicaco—George Enzinger, (o;. 
merly vice-president of Ro: 5 
Durstine, Inc., has joined Sr ith, 
Benson & McClure in a sin ila; 
capacity, and the Durstine ag: ncy 
has closed its Chicago branch. 

Four other employes of the | 
stine office here also are joi i 
the Smith, Benson & McClure s aff 
and the agency has taken over ‘ou; 
of the accounts Mr. Enzinger }:an- 
dled while with Durstine. 

The new Smith, Benson er. 
sonnel include Harry Hurd, copy. 
writer; Walter Gottfred, produc. 
tion manager; George Farrell, ar 
director, and Virginia Fairchild 
space buyer. Ellis Travers, vice- 
president and manager of Durs- 
tine’s Chicago headquarters, which 
were closed June 30, probably wi! 
take an extended vacation before 
announcing his future plans. 


s New accounts to be served by 
the agency, according to Lloyd 
Smith, president, include United 
States Brewing Co., Chicago, 
brewer of Rheingold and Gold 


Crown beer; Booth Fisheries Corp., | 


Chicago; 
Minneapolis, and Stella Cheese 
Co. The agency will continue to 
handle the account of Frank Fehr 
Brewing Co., Louisville, which, 
like U. S. Brewing, distributes its 
beer within a limited area. 
Durstine’s office here, a com- 
paratively minor contact unit un- 
til the spring of 1947, was ex- 


panded to a fully-staffed organi- | 


zation when the agency took over 
the now-dormant Tucker Corp. ac- 
count. The fact that Tucker has 
done no advertising for months, 
while getting increasingly involved 
in court troubles (AA, June 20), is 
believed to be the principal reason 
for closing of the office. 

Prior to his association with 
Durstine, Mr. Enzinger was an ex- 
ecutive and Chicago office mana- 
ger for Buchanan & Co. for a ten- 
year period. 


Cleveland Adclub Elects 
Auerbach President 

Lester S. Auerbach, district 
manager of Gulf Refining Co., has 
been elected president of the 
Cleveland Advertising Club. He 
succeeds Grant 
Stone, advertis- 
ing director of 
the Cleveland 
Press. 

William A. 
Weaver, assistant 
to the president 
of Griswold-Esh- 
leman Co., has 
been reelecied 
vice-president, 
Stanley C. Paino, 
vice-presiden' of 
Fuller & Smith 


L. S. Auerbach 


& Ross, has been named vice-pres- 


ident, and D. James Pritchard, v:°e- 
president of the Society for 5S v- 
ings, has been appointed treasu:er. 
Horace C. Treharne has been re- 
elected executive secretary. 


Manz Appoints Samsel 
General Superintendent 
Maurice Samsel has been ‘pP- 
pointed general superintenden of 
Manz Corp., Chicago printer, li‘ 10- 


grapher and engraver. For ‘he 
past two years, at various gra) !¢ 
arts plants in Chicago, he "as 
had complete charge, as produc 0” 
manager, of Look. 

Mr. Samsel was associated ith 


Kable Brothers Co., Mount Mc ris, 
Ill, printer, from 1923 to | /47: 
serving as an executive from 933 
to 1947. 


LETTER GADGETS keep those lette 
of the waste basket and for 


Doublewear Shoe Co. | 
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In two blocks of Cedar Avenue in Philadelphia, 132 of 146 families a gin cage ee 


read The Bulletin. That’s a specific example of how this newspaper 
n = stands in one neighborhood of homes. In the whole city of homes, 
= the picture is the same: more than four out of five families are 


t. readers of The Bulletin. In Philadelphia 


nearly everybody reads 
The Bulletin 


ith Please keep in mind we’re talking about the nation’s third largest 
1341, market. And that the way to go home in this market is with 
vour advertising in The Bulletin. 


This great newspaper reaches Philadelphians when they’re at home 
ind making up their minds about their buying. It goes home, stays 
1ome, is read by the entire family—evenings and Sundays. 


‘DVERTISING OFFICES: Philadelphia, Filbert & Juniper Streets. New York, 285 Madison Avenue. 
ational Advertising Representatives: Sawyer-Ferguson-Walker Co., Chicago, Detroit, Atlanta, Los Angeles, San Francisco 
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Pearson Swaps Hats: 
Adam Backs Show 
Through Weintraub 


New Yorx—Adam Hat Stores 
will begin sponsorship of Drew 
Pearson on his current 6-6:15 p.m. 
Sunday evening spot on ABC in 
September. 

At the same time, Adam Hats 
announced the appointment of 
William H. Weintraub Co., New 
York, to handle its advertising, 
effective Aug. 28. Weintraub has 
been handling the Pearson show 
for Frank H. Lee Co., Danbury, 
Conn., another hatter. 


STOCK CUTS 


Complimentary 144-page 
Handbook of top illustra- 
tions to Printing and Adver- 
tising Executives. Write on 
business letterhead. 


STIVERS STUDIO 


113 New Montgomery Street 
Son Francisco 5, California 
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Grey Advertising, New York, 
currently handling the Disney di- 
vision of Lee, has been named to 
place advertising for the entire 
Lee account and reports the com- 
pany will continue to use radio 
on a nationwide basis. 


Chevrolet Issues Ad Book 


Chevrolet Motor division, Gen- 
eral Motors Corp., Detroit, has is- 
sued a 72-page book of newspaper 
and radio spot advertisements to 
its 7,000 dealers. The material in- 
cludes messages on service, parts 
sales, accessories, new and used 
trucks, radio service, etc., compiled 
so that dealers may use the type 
needed at any one time of year. 
Campbell-Ewald, Detroit, the 
Chevrolet agency, prepared the 
proof book. 


Appoints Muench Agency 


C. Wendel Muench & Co., Chi- 
cago, has been named to handle 
the advertising of Gus Glaser 
Meats, Fort Dodge, Ia. Newspapers 
and radio will be used in selected 
markets. 


FCC Asks Progress 
Data on Movie TV 


WAsHINGTON—The Federal Com- 
munications Commission last week 
gave motion picture producers and 
engineers until Sept. 2 “to make a 
satisfactory showing” of progress 
toward theater television. 

In extending special temporary 
TV relay authorizations held by 
Paramount and Twentieth-Century 
Fox, FCC said it is not in a position 
at this time to give any assurance 
that TV channels can be provided 
for exclusive use of theaters. 

It asked the producers and the 
Society of Motion Picture En- 
gineers to provide data covering: 

1. Minimum frequency require- 
ments for nationwide, competitive 
theater service. 

2. Specific frequeneies desired. 

3. Function to be performed in 
each frequency. 

4. Whether relay can be achieved 
by coaxial cable, wire or other 
means not using radio frequencies. 


5. Availability of cables and 
other equipment by arrangement 
with common carriers. 


Maclean-Hunter Revenue 
at Peak: Profit Is Down 


Although 1948 revenue hit a 
record $9,677,931, the net profit 
of $71,522 was below the previous 
year’s level, Horace T. Hunter, 
president, announced at the 6lst 
annual meeting of Maclean-Hunter 
Publishing Co., Toronto. Revenue 
was up $875,867 over 1947, but 
heavily increased costs trimmed 
the company’s profit by $168,253, 
Mr. Hunter said. 

Three new directors were elected 
to the board, including Donald F. 
Hunter, executive assistant tothe 
executive vice-president; Douglas 
M. Gowdy, advertising director, 
and Murray R. Chipman, Montreal 
manager for the company. 


Names Miriam Milamed 


Miriam Milamed has been ap- 
‘pointed production manager of 
iets Associates, Inc., Dal- 
as. 


(,ood Housekeeping Promotion 


Ups Drug Sales As Much As 300% 


They set up counter and window displays, ran local 


M"" THAN ONE THOUSAND of the country’s 
leading drugstores tied in with a promotion 


featuring the “14-Day Miracle Beauty Plan’ 


9 


published in the March Good Housekeeping. 


———_ 


newspaper ads built around this 32-page article. 
In their cosmetic departments they featured 
products guaranteed by Good Housekeeping. 


Results... 


“Results exceeded most rash expectations — sales 
volume increased 300% of normal.” 


Sun Ray Druc Co., Philadelphia, Pa. 


“It was the biggest and most profitable maga- 
zine promotion in our history.” 
Rexau. Druc Co., New York, San Francisco, 


Los Angeles, Boston, Atlanta 


“Several of the items advertised achieved a 
turnover of 300% to 400% over what we had 
optimistically anticipated." 

Sun Drusc Co., Inc., Pittsburgh, Pa. 


“Cosmetic sales hit an all-time high.” 
RENNEBOHM Darus Stores, Inc., Madison, Wis. 


“A most successful promotion . . . Good House- 


keeping’s 14-Day Miracle Beauty Plan was 


tops.” 


CUNNINGHAM Druc Stores, Inc., Detroit, Mich. 


“This promotion was one of the most successful 


we ever had in Cleveland.” 


MarsHau Drus Co., Cleveland, Ohio 


“Exceptional sales results.” 


THe Dow Drus Co., Cincinnati, Ohio 


“Better than average increase in sales.” 
THe GaitAner Druc Co., Dayton, Ohio 


“The Good Housekeeping Seal broke down any 


consumer resistance.” 


Snyper’s Druc Stores, INc., Minneapolis, Minn. 


‘‘Best magazine promotion ever!" 
BemeNT PHARMACY, Staten Island, N. Y. 


“Sales forged way ahead of last year’s.” | 
THe BROwNE PHARMACY, INC., New Bedford, Mass. 


“Increases in sales... traffic...customerinterest.”’ ) 


Harvey & Carey, Inc., Buffalo, N. Y. 


COS 


These and other similar reports are cash-register proof that 
GOOD HOUSEKEEPING SELLS GOODS 


They are proof that women prefer products backed by the Good Housekeeping Guaranty Seal. 


No other magazine offers its advertisers an advantage that can equal this Seal—an advantage 


that makes ads pay off at the point of sale. 


SAUNT OR A REFUND o> 


an. & by oO. 
Good Housekeeping 
a Nor ~~ 


AS ADVERTISED wud 


Women know we give this 
Seal to no one—the product 
that has it earns it. 


GOOD HOUSEKEEPING sells goods 


The Homemakers’ Bureau of Standards, 959 8th Avenue, New York 19, N. Y. 
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Juke Box Television 
Tested in Hoboken 


Syracuse, N. Y.—General FE 
tric Co. and AMI Corp., juke 
distributor, are conducting an 
periment in a Hoboken, N. J. 
luncheonette to find out whet 
the public will pay 5¢ to see t! 
minutes of television in a pri, 
booth. 

Two of the booth sets are ; 
operating in the Jersey restaur: 
mounted on the wall above e:. 
booth table. The 10” picture t.| 
is mounted vertically in the 
and the viewers see the pict: 
on a slanted mirror at eye le 
Each set has its own coin mec’ 
nism, which will take up to a 
quarter. 

Each booth set operates as 4 
“slave” to a master receiver which 
receives the signal and delivers 
it by cable to each booth. This 
master, operated by the proprietor, 
controls the program available 
in the booth. Only sound volume 
can be regulated on the booth sets. 

One master receiver will power 
about 20 units, according to George 
F. Metcalf, General Electric. G-E 
and AMI say it will be several 
months before any evaluation of 
this system can be made. 


Financial Advertisers Elect 


Floyd H. Egan, vice-president 
of the Central National Bank, Chi- 
cago, has been elected president of 
the Chicago Financial Advertisers. 

Lee Udell, Chicago National 
Bank, has been named vice-presi- 
dent and Margaret A. Hadley, sec- 
retary of the Chicago district, IIli- 
nois Bankers Association, has been 
reelected secretary. Stephen A. 
Pietrowicz, financial advertising 
department of the Chicago Trib- 
une, has been appointed treasurer. 


New Newspaper Formed 


The Logan County Citizen, a 
new offset daily newspaper in 
Russellville, Ky., will begin publi- 
cation July 15. A. C. Duncan, pub- 
lisher of the weekly Ledger, 
Lewisburg, Ky., Carl Page, Frank 
Banfield and Granville Clark are 
principals in the new enterprize. 


Marathon Names Cormack 


J. A. Cormack, Advertising, Mil- 
waukee, has been appointed to 
handle the advertising of Marathon 
Corp., chemicals division, Roth- 
child, Wis., manufacturer of dis- 
persants and other chemical pro- 
ducts. 


If you want results 


like this on your 


(and at the lowest 
milline rate in town ) 
we suggest you 


contact... 


™ MIRROR 


LOS ANGELES 


or O‘MARA & ORMSBEE, INC 
NEW YORK DETRO! 
CHICAGO SAN FRANCISCC 
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CROSSON RADIO MUSIC COMPANY 


845! SOUTH VERMONT AVENUE LOS ANGELES 44, CALIFORNIA 


THOMAS C. CROSSON 
PRESIDENT 


PAUL FAST 


SECRETARY -TREASURER June 2, 1949 


THOMAS G. NEEODELS 
CONTROLLER 


Mr, James Gammon, 


Advertising Display Manager, 
The MIRROR, 
Los Angeles, California, 


that The MIRROR Staff has shown in the handling and preparation 
of our copy. 


I thought it would be of interest to you to lmow the result of 
the double-truck Free Home Trial Demonstration promotion that 
we ran April 27th. on the Admiral Television Consolette. 


We have never experienced anything like the tremendous results 
that we received from this MIRROR Circulation. The total sales 
attributed to The MIRROR copy totaled 134 units, mking a total 
of pe pe sce in sales, These results were achieved at a space 
cost of only $330.00. 


Our continued satisfaction in using this medium will be reflected 


in the bulk amount of copy that we have allocated in our advertising 
budget for the month of June. 


Yours very truly, 
CROSSON RADIO MUSIC CO, INC 


T.C. Crosson, President 
TCC /vls 
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Carmine Appointed 
Philco Exec. V. P. 


PHILADELPHIA—James H. Car- 
mine last week capped a 26-year 
career with Philco Corp. by being 
elected executive vice-president. 

Jimmy_ Carmine joined Philco 
in 1923 as district sales representa- 
tive in Pittsburgh. As the corpora- 
tion expanded into radio, then 
home appliances and television, 
he played an important role in 
these fields. 

In March, 1942, he was elected 
vice-president in charge of mer- 


FILE CUTS, ART WORK 


PHOTOS, SAMPLES, ETc. 
— Files 


See inexpensive fibre board files that 
i enable you to store a whale of a lot on little 
shelf space. No stack- 
ing. Made in 9 useful 
sizes -- 84 x 11 in. to 
11 x 14 in. 1, 2 and 
3 in. deep. Write for 
further information 
Danby and prices today. 
STORAGE FILE CO. Box 125-G WAUSAU, WIS. 


chandising, and a director. Since 
January, 1948, he has been in 
charge of distribution—responsible 
for development of all product 
lines, as well as sales, merchandis- 
ing and the $20,000,000-a-year ad- 
vertising program for Philco prod- 
ucts. 

Mr. Carmine also is a member of 
the executive, management and 
finance committees of the corpora- 
tion, of which William Balder- 
ston is president. 


‘Progressive Farmer’ 
Increases Guarantee 


Effective with its January, 1950, 
issue, Progressive Farmer will 
adopt a four-column, 680-line 
page, and will increase its circu- 
lation guarantee to 1,085,000, up 
35,000 from the present figure. 
Line rates and rates for even units 
of space will not be increased. 

The publication has installed 
a new Hoe high-speed magazine 
press, non-stretch plate-making 
equipment, and improved bindery 
and mailing equipment, in a $650,- 


000 plant modernization program. 
Halftone screens of 100 lines or 
coarser will be specified, and bleed 
facilities will include black-and- 
white and two-color advertise- 
ments in page, two-column and 
three-column units. 


Starts Regional Publication 


“Better Mountain Empire Liv- 
ing,” official publication of the 
Rocky Mountain Furniture Asso- 
ciation, made its first appearance 
this month and will be published 
monthly by the publications divi- 
sion of Harry E. Shubart Co., 
Denver. It will be distributed free 
to RMFA members and all home 
furnishings dealers in Colorado, 
Wyoming, New Mexico, Utah and 
contiguous markets. The basic 
page rate is $100. 


Orange Crush Starts Drive 
Orange Crush Ltd., Toronto, 
through Harry E. Foster Agencies 
Ltd., Toronto, has launched a 
series of full-page and half-page 
editorial style ads in major dailies 
in Montreal, Toronto, Hamilton, 
London, Winnipeg and Vancouver. 


2 Tae 


New Transcolor 
Process Slashes 
Cost of Proofs 


New YorK—A new process 
which will produce color proofs in 
25 minutes without the use of ink, 
plates or printing presses was dem- 
onstrated here last week by Trans- 
color Corp. 

The process, called “Proof Posi- 
tive,” will reduce normal proving 
time by 90%, and effects nearly 
that saving in cost to advertisers, 
it is claimed. 

The process is adaptable to all 
color lithographic work, and may 
have some application to roto- 
gravure. It was originally devel- 
oped by Clive B. Cushing, Palo 
Alto, Cal. Proof Positive is be- 
ing sold by R. K. Leslie, the com- 


GETTING WOMEN to try banana cookery is the current 
assignment of United Fruit Company's radio—born 
trade character, Chiquita Banana. Her activities 
have been extended to motion picture, television and 
magazine advertising...and even into advertising 
to home economists, dieticians and home demonstra— 
tion agents. Her "Banana Teaching Kit" is being 
used by thousands of home economics teachers. 


PRACTICAL REMODELING and new house ideas by well- 
known architects and designers have been featured 
in National Gypsum Company advertising since 1946. 
Bottom strip in each of these four-color bleed Post 
pages tells "how to do it" with Gold Bond products. 
Though inquiries are not solicited, individual ads 
have pulled as many as 400 letters. National Gypsum 
has been a client of BBDO Buffalo for 18 years. 


NEW YORK * BOSTON * 


CHICAGO * MINNEAPOLIS * SAN 


BUFFALO * 
FRANCISCO + 


BATTEN, BARTON, DURSTINE & OSBORN, Inc, 
Advertising 


CLEVELAND * DETROIT 
* LOS ANGELES 


PITTSBURGH * 
HOLLYWOOD 


USE OF GLASS and mirrors in home decoration has 


increased by leaps and bounds 


in the past 15 years. 


Pittsburgh Plate Glass Company's consistent, full- 
color magazine advertising has helped establish 
and maintain this trend. Trade ads prepared by 
BBDO Pittsburgh won Pittsburgh Glass a Certificate 
of Merit Award in the seventh annual advertising 
competition of the Associated Business Papers. 


ie 


JNOTE—WORTHY 


WORTHWHILE LISTENING is assured music lovers by the 


"NBC Symphony Orchestra Summer Concerts," sponsored 
by United States Steel. Conducting the orchestra 
on Sunday evenings over NBC are such eminent musi- 
cians as Dorati, Faith, Fiedler (pictured), Levey, 
Reiner, Romberg, Mitropoulos and Pelletier. In the 
fall, U. S. Steel will again present "The Theatre 
Guild on the Air" for the fifth successive season. 
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pany’s sales manager, and T; 
color is the first New York 
pany to acquire it. Some 70 li 
graphers in Canada and wes 
U. S. have adopted the prote: ; 


@ Briefly, the process works | 
screened positives. Exposures 
made from the positives in a « ar; 
room, developed and fixed |) , 
matter of minutes. Finishing \ or; 
is done in bright light, and on. 
sists of absorption of color . ye 
(to match the inks to be use| jy 
printing) by each of four f |ms 
from trays. Then comes a fi-ing 
bath, stripping, and applicatio | of 
the film to special paper base 

As AA watched, this process 
20 minutes to the fixing bath, 
a set of progressive proofs 
ready for inspection. In five more 
minutes, a set of films was 
mounted one over another, in the 
sequence the inks would be applied 
in the press run, and the result was 
a full-color proof which closely 
matches an original press proven 
proof. 

The process will short cut the 
expense of plate making, make- 
ready of a press, and time and ex- 
pense of press time—all normally 
incurred in proving. Normal prov- 
ing usually takes several days, and 
because of work schedules may 
take even longer. Charges for colo: 
proving range in the New York 
area from $50 to $100; the Proof 
Positive process will cut these costs 
drastically. 


00k 
and 
was 


a Winthrop Moore, president of 
Transcolor, believes the process 
will be of considerable assistanc« 
to advertisers and agencies work- 
ing against time, and where proofs 
must be shown for color O. K. 0: 
correction. Another advantage, he 
says, is the quality control it makes 
possible. Colors may be proved at 
various stages of work, elimina- 
ting plate making and press prov- 
ing up to final stages. This makes 
possible the showing of more ac- 
curate work to clients, faster and 
cheaper. 

Proof Positive is flexible, Mr 
Moore said, and may be used i! 
proving multi-color work involving 
six or more colors; the dyes may 
be strengthened or diluted t 
match color blocks of printing inks 
to be used in final printing. The 


screen pattern is held in the pro- | 


cess, and this permits accurate 
estimates of the definition 0! 
finished work, and it shows where 
special dot etching or similar hand 
work may be required to improve 
the quality of finished reproduc- 
tion. 


Kimpton Heads Wool 
Group Work in Canada 
George B. Kimpton, former!) 
divisional sales manager, Cana- 
dian General Electric Co., Mont- 
real, has been named managing di- 
rector of a new Canadian division 
of the Wool Bureau, with offices 
at 690 Bay St., Toronto. The Wool 
Bureau was formed last wintel 
to promote wool consumption 1 
North America. , 
Activities of the Internationa! 
Wool Secretariat in Canada fave 
been integrated with the Woo! Bu- 
reau’s campaign, which calls [0 
research, style promotion, «les 
training, etc. A Canadian adv! :0r 
committee is headed by W. ! 
Tisdale, assistant general mn 
ger, Canadian Cooperative ‘\00 
Growers Ltd. 


Simmonds & Simmonds Named 

H. Wenzel Tent & Duck Co, 5 
Louis, has appointed Simmons § 
Simmonds, Chicago, to direc !* 
account. The agency had hai ‘le¢ 
advertising for the company inl! 
two years ago. 
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Important 
to every company 
whose stake in the U. S. 


is a stake in Europe also 


The New York Times 
International Air Edition 
is now printed in Paris and 


listributed throughout Europe 


WARARBRAARAAAAABARARABALE 


sean 


Increasing demand in Europe, both among 
Europeans and Americans, for the complete, 
accurate, and objective news reports of The 
New York Times, prompts this change in the 
publication plan of The New York Times In- 
ternational Air Edition, until now printed in 
New York and flown abroad. European busi- 
ness executives and government officials find 
in The New York Times International Air 
Edition, both in its news and in the advertis- 
ing it carries, a large and practical help to 
better understanding of the U. S. and how to 
deal with the U. S. 


And the thousands of American business 
executives and government officials stationed 
in Europe, and the many additional thousands 
of Americans traveling in Europe, turn to The 
New York Times International Air Edition 


to keep informed as they like to be informed. 


The opportunities for U. S. companies who 
realize that their stake in this country must 
embrace an interest in Europe are inviting. 
Europeans want U. S. advertising as much as 
they want U. S. news... because they realize 
how vital a part of the U. S. picture adver- 


tising is. 


The impact of advertising in The New York 
Times International Air Edition is large. But 
because The Times is publishing this edition 
as a public service, the cost is low—only 6¢ a 
line until July 15, 7¢ thereafter, commission- 
able to recognized advertising agencies. Find 
out about it now. Any office of The New York 


Times will be glad to give you fall information. 


The New York Gimes 


“ALL THE NEWS THAT’S FIT TO PRINT” 


NEW YORK: 229 West 43rd St. 
BOSTON: 140 Federal St. 
CHICAGO: 333 North Michigan Ave. 
DETROIT: General Motors Building 


LOS ANGELES: Sawyer-Ferguson-Walker Co.., 
645 South Flower St. 


SAN FRANCISCO: Sawyer-Ferguson-Walker Co., Russ 2ldg. 
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Canada and Pan 


Carrying ‘Criticism’ Too Far 


At a recent meeting attended by 
about 30 American trade associa- 
tion executives, 12 or 15 members 
of one of the British industry 
“teams” now studying American 
industrial processes through the 
courtesy of ECA, were invited 
guests. 

A feature of the meeting was a 
report on the legislative situation 
in’ Washington, by one of the 
legislative representatives in 
Washington of one of the nation’s 
largest and most influential trade 
associations. 

His comments on pending leg- 
islation, on the American legis- 
lative process and on the mem- 
bers of the national legislature 
were of the sort which are heard 
almost daily before meetings of 
various sorts. The essential good 
taste of such “analyses” of the 
national scene are always ques- 
tionable, but in the presence of a 
group of visitors from a foreign 
country they were definitely in 
bad taste. Not only what he said, 
but the tone and attitude of sneer- 
ing contempt for the American 
legislative process and for the 
individual legislators could not 
have helped but create a bad im- 
pression on the visiting English- 
men, as well as considerable em- 
barrassment on the part of several 
Americans whe may have agreed, 
in essentials, with what h¢ had to 
say about pending legislation, but 
who nevertheless have enough 
faith in the essential rightness of 
the American democratic process 
not to enjoy having it described, 
in front of visitors frgm a foreign 
land, in terms which make it 
sound like the most corrupt, in- 


efficient and rascally government 
on the face of the earth. 

Yet the majority of those in 
attendance apparently found noth- 
ing wrong with this man’s re- 
marks or his wise cracks, and in- 
deed joined with him in further 
ungilding the lily during the dis- 
cussion period which followed his 
comments. 

The recent comments of Paul 
Robeson anent his appreciation of 
the Soviet way of life have created 
a good deal of indignation, and 
rightly, along with the obvious 
suggestion that the United States 
is perfectly willing to let him en- 
joy the higher life in the Soviet 
homeland on a permanent basis. 
Certainly, everyone in attendance 
at this meeting of trade association 
executives would have heartily 
seconded the motion that if Mr. 
Robeson doesn’t like it here, the 
country would gladly release him 
from any obligation to live here. 

Yet what is frequently said 
about the United States govern- 
ment at meetings like this equals 
—-and sometimes exceeds—the bit- 
terness, contempt and ridicule for 
United States institutions and 
authorities which any “subversive 
element” can dredge up. 

We submit that this is a serious 
matter. We submit that it is an 
advertising and public relations 
problem of highest importance. 
Respect for and belief in demo- 
cratic processes and the American 
form of government cannot be 
engendered by sneers and jeers. 
Such action must inevitably end 
in tearing our house down around 
us, rather than rebuilding it on a 
solid foundation. 


A Wonderful Community Gesture 


Over the publke address system 
at the main plant of Oneida Ltd. 
on June 28, Géneral Manager M. 
E. Robertson brought employes a 
sad and sobering message: For 
two months running, Oneida had 
produced more goods than it had 
sold, and che end was not in sight. 

Consequently, it became neces- 
sary either to lay off some of the 
3,600 employes or reduce their 
work week, and the latter course 
had been decided upon, with a 
four-day, 32-hour week in mind. 

“A 32-hour work week is not 
a pleasant prospect to face,” Mr. 
Robertson explained. “Therefore, 
on Monday our board of directors 
approved a policy which I believe 
iS unique in all manufacturing in- 


dustry. 

“For the seven-week period be- 
ginning July 18 and ending Sept. 
3, the management has decided 
that in all U.S. manufacturing de- 
partments and offices where the 
actual scheduled working hours 
are less than 40 hours, one-half 
of the difference between the 
actual scheduled hours and 40 
hours will be paid each employe 
at his or her current earning rate. 
It might be called a short-time 
wage bonus.” 

“Frankly,” said Mr. Robertson, 
“I think your board of directors 
has been very loyal to the Oneida 
Community family in approving 
this special plan.” 

We think so, too. 


Optional 

This is the last time we’re going 
to do anything with that “Wouldn’t 
You Rather Drink Four Roses?” 
ad. Makeup men are outdoing 
themselves with this thing, and 


PAYDAY 
TOMORROW? 


Seve regularly ot 


INDUSTRIAL 


TRUS OMPANY 
STATEWIDE OFFICES 


Fine Ble 
Peutral spirits. Frankfort Disty 


ded Whiskey. 90.5 proof. 60% grain 


llers Corp., N.Y 


we don’t care if they put the next 
one between a Barry Granite ad 
and Fletcher’s Castoria. 

Industrial Trust, says its agency, 
Horton-Noyes Co., Providence, has 
a sense of humor, a commendable 
thing in a bank. 


Without Ivy 

We are interested in the adver- 
tisements for Abbe Institute, a 
New York school, which offers the 
following courses free (but regis- 
tration is $3). 

Advertising copy, credits and 
collection, vocabulary develop- 
ment, business English, general 
English, psychology (general), 
psychology (Freud) and psycho- 
logy (abnormal), as well as Fried- 
man stenography, acting, insur- 
ance, French, Spanish and Italian, 
speech arts, radio script, chess, 
salesmanship [ah, there, Mr. Whit- 
ney], happy marriage, bridge 
(contract) and filing. 

One must pay for advertising 
production and layout, social 
dancing, and English for foreign- 
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ers. Merchandising, news writing 
and publicity require fees, as do 
personality, penmanship, drama 
workshop, window display and 
real estate. 

We have pondered this adver- 
tisement, trying to assay the val- 
ues it obviously places on part of 
our business. It seems paradoxical 
that advertising copy can be 
learned gratis, while money must 
be paid for social dancing. Per- 
sonality is cheap at any price, and 
bridge (contract) certainly ought 
to be free. 

We don’t know how the news 
that radio writing does not merit 
a fee will strike Norman Corwin, 
whilst news writing and publicity 
require “individual attention” and 
therefore fees. 

How is it that acting is free, 
while drama workshop requires 
payment, and psychology (Freud) 
is obviously less dear than real 
estate. 


Jottings 

A little velvet bag of White 
Super Power Trucks’ 50th an- 
niversary coins was the only thing 
stolen from a Raleigh, N. C., dis- 
tributor in a recent burglary... 

TWA, noting that Pope Pius XII 
has proclaimed a Holy Year in 
1950, has issued a comprehensive 
booklet on air pilgrimages to var- 
ious shrines, published in five ed- 
itions and three languages... 

CARE, which has done a re- 
markable job in feeding hungry 
families overseas, is now starting 
a “food for the mind” campaign to 
rebuild war-wrecked libraries in 
Europe and Asia... 

Secretaries may now run 7” mi- 
crogroove records on Soundscriber 
players. Very few bosses sound like 
Vaughn Monroe... 

Odd statistic: 99.99% of drivers 
and passengers on the 255 FM 
radio-equipped buses of the Wor- 
cester Street Railway, Worcester, 
Mass., heartily favor radio on 
buses, according to Maurice Ma- 
loney of the transit company. No 
breakdown of the 0.01% as to how 
mildly some like it or others don’t 


like it... 


ae? Zhe Es e 
” ee ay 
a = ec 
3 cs ae % 
o* : g ig : 


Advertising Age, July 11, 194 


Rough Proofs | 


Sidney Harris tells reade.s; 
the Chicago Daily News thy 
Britishers don’t know hov 1 
make coffee, thus indicatin: a 
obvious market for that new uto. 
matic Cory coffee brewer. 


Gladys the beautiful recept oni 
says she’s beginning to b+ lieve 
that Quick will turn out to b> the 
poor man’s Time. 


TV set owners who have bee, 
placed in charge of neighborhood 
entertainment by unanimous vote 
have rebelled. The guests at their 
shows are now being asked to 
bring their own liquor. 


A long time observer of the ad- 
vertising scene says that when an 
advertising manager goes into the 
media field, it’s either to up his 
pay or improve his golf game. 


Lincoln car owners may now 
have GM’s Hydramatic automatic 
transmission if they want to pay 
for it, and the promotion won't 
hurt Cadillac, Buick, Oldsmobile 
or Pontiac, either. 


i om | 
Nash is giving demonstration 
rides in Milwaukee to test its 


new gasoline economy claims. Are 
automobile makers really looking 
for prospects now? 


Everybody thinks salesmen ar 
wonderful now. Remember Kip 
ling? 

Oh, it’s Tommy this, and Tommy that 
and “Throw him out, the brute’— 

But it’s “thin red line of heroes” 
the guns begin to shoot. 


wheq 


An agency looking for an ac 
count executive says it is locate 
in “medium-size city, excellen 
place to live, fine place to rais¢ 
children.” 

Every account man should hav4 
his own consumer laboratory. 

° 


An aggressive advertising exe 
utive looking for a connection 58) 
he’s “young, ambitious and not to 
expensive.” 

That last phrase proves the rr 
cession is really here. 


Jim Woolf says Americans Wa! 
things like electrically ‘eat 
blankets, but there are quite 
few manufacturers of the sai 
who would disagree with him. 


industry con ! 


The optical 
ame! 


crease its sales 15%, M. V. * 
tells distributors. 

All they have to do is 
their trifocals and start 
for orders. 
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A national advertiser < ys ° 
wants two ambitious mn 
demonstrated ability in | °e! ’ 
beverage fields. There are ple" 
with demonstrated ability, 0U'' 
little capacity. 
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The Chicago Cubs refus: ‘0 ‘ 
lieve that sweet are the S©- 
adversity, for most of their eff 
to leave the cellar have bec? p 
moted by the big bat o 
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There can be only one first... and linage 
figures prove that in PHILADELPHIA the 
FIRST NEWSPAPER IS THE INQUIRER 
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e In the first 5 months of 1949 
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> PUBLISHED MORE THAN 
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S 

> 7,299,767 LINES 
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> OF RETAIL ADVERTISING” 
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© This is the largest volume ever published by any Phila- 
: delphia newspaper in a similar period in any year. It 
9 is a gain of 226,185 lines over 1948 and is 467,042 
Oo lines greater than the second newspaper published. 


*Source: Media Records 
Both the Inquirer and 2nd paper publish 7 days 


Exclusive Advertising Representctives: 
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NOW IN ITS 16TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Mnguirer 
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Medica Joins DuMont 


A. A. Medica, before the war 
with the New York buying office 
of Montgomery Ward & Co., has 
been appointed assistant sales pro- 
motion manager of the receiver 
sales division of Allen B. DuMont 
Laboratories, New York. 


Longman Named Copy Chief 
Harold S. Longman has been 
appointed copy chief of Gordon & 
Mottern, New York. Formerly he 
was creative promotion manager of 
Schenley Distillers Corp. 


Matthews Joins Fisher Agency 


James Matthews, formerly head 
of his own advertising and public 
relations counsel office, Toronto, 
has joined James Fisher Co., To- 
ronto, as a member of the agen- 
cy’s creative division and planning 
board. 


Appoints Wakefield Agency 

Early: Apple Advisory Board, 
Sebastopol, Cal., has retained 
Wakefield Advertising Agency, 
San Francisco, to handle its ad- 
vertising. 


3 Appoint Posner-Zabin 


Posner-Zabin, New York, has 
added Parade Products, Brooklyn, 
maker of Waldor closet space- 
saver; Abon Mfg. Co., glove ring 
manufacturer, and Susan Fashions, 
both in New York. 


De Francesco Joins Orr 


Andrew De Francesco has joined 
Robert W. Orr & Associates, New 
York, as manager of the art de- 
partment. He formerly was with 
J. Walter Thompson Co., New 
York. 


Ward and Aldens 
Cut Prices 35-40% 
in Latest Catalog 


Cuicaco—Montgomery Ward & 
Co. and Aldens put in their bids 
for bigger shares of the mail order 
customer’s dollar last week with 
fall and winter catalogs offering 
price cuts as high as 35 and 40%. 
Sears and Spiegel, offering similar 
lures with new merchandise, have 


1939 


That is the 10 year record of the Los Angeles Evening Herald-Express. 


While practically every commodity or service you buy today costs more than 


it did 10 years ago your advertising space in the Herald-Express costs less. The 


Herald-Express today gives you 52% MORE circulation at a milline rate of 
18% LESS than in 1939. Here are the figures: 


6 mos. ending 3/31/49 
6 mos. ending 3/31/39 


Concentration where it counts! In the populous City and Retail Trading Area 


INCREASE 


Circulation Milline Rate 
369,261 $2.03 
241,262 2.48 
127,999 DECREASE __.45 


where 92% of this newspaper’s circulation is concentrated the Herald-Express 


reaches thousands MORE families than any other Los Angeles daily. 


FLASH! 3 Mos. ending 3/31/49: 


ise 


Circulation 378,825 
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Milline Rate $1.98 
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Advertising Age, July 11, 94 
already sent out their latest sx mj. 
annual books (AA, June 27). 

Ward officials said price re: yz. 
tions in the new 1,136-page a}. 
alog are more extensive tha jy 
any year’ since 1938. More ‘ha, 
half the items are priced beloy 
spring, 1949, and “very subs‘an. 
tially below” fall of last year. C om. 
pared with a year ago, price cut 
range up to 35% and more. 

New items and features off«re, 
customers by Ward include port. 
able ironers; Airline radio-phono. 
graphs with three-speed recor 
changers; a portable Airline tele. 
vision set, with 7” tube, at $197.59. 
foam rubber mattresses that w on’ 
shrink; rubber non-slip backing on 
all cotton pile scatter rugs, and 
deferred payment plan to encour. 
age early installation of heating 
plants (first payment delayed un- 
til Oct. 1). 


s Prices in Aldens’ new catalog 
are 15% lower than in the spring 
book, with some reductions as 
high as 40%; and the offerings 
require a total of 836 pages, 62 
more than a year ago. Selections 
in the fashion departments, which 
Aldens stresses heavily, have been 
increased 22%, and the lines of 
children’s outer wear are the most 
extensive in Aldens’ history. 
The catalog includes a new 
“Sporting Goods Shop,” offering 
rifles and shotguns, and fishing, 
camping and sporting equipment, 
and, for the first time in several 
years, a 16-page “Extra Saving 
Bargain Shop,” illustrating more 
than 120 “smashing bargains” in 
merchandise of all lines. 


Roerig Launches Drive 
tor Amion Toothpaste 


J. B. Roerig & Co., Chicago, 
through Dana Jones Co., will use 
full-page newspaper ads and radio 
spots in major cities, beginning 
in July, to promote its new Amion 
toothpaste containing the enzyme 
urease, which activates and con- 
trols ammonium ions in the mouth. 

Much of the advertising for the 
new paste will be directed to den- 
tists and druggists through ethical 
advertisements, in the same man- 
ner that the company has pro- 
moted Amion tooth powder. 


Wayne Hutchinson Resigns 


Wayne F. Hutchinson, director 
of advertising and public relations 
for the National Cancer Founda- 
tion, New York, has resigned. No 
successor will be appointed until 
the fall. 


( Advertisement) 


Named by Koppers Co. 
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Harold D. Cooper has been 
eastern district sales manager 
chemical division of Koppers C . 
manufacturers of synthetic 
chemicals and plastic molding ' 
rials. Mr. Cooper is a regular " 
of The Wall Street Journal. 
37,634 general managers, dep: 
managers and their assistants 
daily reading audience of 233,12. 
find The Journal most helpful ' 7 
ing their decisions, including wh 
and what to buy for their ow: eer 
panies. Get the most out of your * 
vertising dollars by putting T° wee 


, mak: 


Street Journal at the head of yo" list 
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Tomake 


buying 


Sun glasses are something that you 
(a) lost, (b) sat on and cracked, (c) left 
in the car you turned in, (d) loaned 
to Mrs. Whoozis last Labor Day, (e) 
found the new puppy cutting his teeth 


 €asier! 


as eee aa {2 eae te on, and (f) always forget to buy until 
z | oe . : you blink and go half-blind on a bright 
ns : day outdoors... 


If yours have prescription lenses, 
or fancy jewel-set frames, maybe your 
case is different. 


r ree A. RE Most drug stores stock sun glasses 
~ | in the drawer with the corn salves, or 
, oe a under glass, or out in the open on the 
- ; display cards. Most cards have the sun 


re ae, : glasses firmly affixed to foil burglars. 

ee ie Just try to pry loose a pair to look at, 
and you break the glasses or the display 
card or your finger nails...and feel so 
conspicuous you say thehellwithit and 


se 2 Se . oe ‘ ask for a small size aspirin... 
~ ) That, after all these years, was the 
mn | ; sun glass situation in drug stores, until 


Columbia and its advertising agency 
A. W. Lewin Co., talked their problem 


over with Einson-Freeman. 


Wihrs the natural result that last 
year Columbia came out with a display 
topping a double rack. Each rack held 
two dozen simulated seashells, which 
carried the model name, price, and a 
pair of sun glasses. 

The seashell could be separated 
from the rack without a jimmy, merely 
using thumb and forefinger. Upon 
opening the earpieces, the glasses 
parted easily from the seashell panel 


TELENZ 
a 


oa 


Einson-Freeman Co. 


...could be tried on, easily replaced on 
the panel and restored to the rack... 

Well, people were so astonished by 
this sun-glasses-without-any-struggle 
display that many didn’t bother to put 
them back, but took two! . . . And 
Columbia sun glasses sold like mad! 

Many stores sold out and had to 
reorder ...63 pairs of sun glasses in the 
assortment, with surplus stocked in 
back of the racks, three price groups 
ranging from 50c bottom to $5.95 top. 

Some druggists set up a smorgasbord 
of bathing caps, slippers, beach toys, 
sun tan oils and lotions around the 
Columbia display...and rang up a real 
piece of change! 


Coxumsia even got a testimonial 
from a druggist in Hohokus (yes, we 
didn’t think there was either!) who 
said that his sun glasses sales were 
hopping!...It’s no trick to move stuff 
through Macy’s or Whelan’s, but when 
sales hop in Hohokus—brother! 

When this story gets around, there 
will likely be an epidemic of seashell 
displays...The point, however, is not 
seashells—but Einson-Freeman! We 
make the displays that make buying 
easier, carry impact to the impulse, say 
**Yoo-hoo” to store traffic, turn lookers 
into customers! If you want a display 
that really gets looked over instead of 
overlooked... doesn’t just sit there— 
but sells...phone...[Ronsides 6-8900, 
New York City. You think a letter is 
better?—Go ahead! 


Sell-intent Lithographers 


STARR & BorDEN AvEs., Lone IsLanp Cry, N. Y. 
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Truman 


by John Fischer 


Illustrated by Robert Osborn 


& Co., Ltd 


The Fair Deal isn’t mad with anybody 


iene ime 


HE most noticeable difference between 

the present Administration and the New 

Deal is about eighty pounds comfortably 
larded around the bureaucratic paunch. The 
skinny, hot-eyed, ulceroid characters who in- 
fested Washington ten years ago are now ex- 
tinct. Their Potomac feeding grounds, from 
the Pentagon to Capitol Hill have been taken 
over by a different and less alarming species. 

The most conspicuous specimens of the new 
homo trumanus — Snyder, Steelman, Krug, 
Brannan, Johnson, Souers, Rayburn, and 
Lucas, for a sample — all look curiously alike: 
plump, baldish, sedentary, bespectacled, rumi- 
native, and cautious. 

This change in the political fauna is a clue 
of real significance to anyone who attempts to 
size up the Truman regime and to guess its 
probable course for the next three years. Now, 
for the first time, the President is surrounded 
by a Privy Council entirely of his own choos- 
ing; and it is these men, rather than the formal 
pledges of the last campaign, who will set the 
pace and tone of his Administration. 

Here, perhaps, lies an explanation of that 
melancholy which has lately infected a good 
many professional liberals —those who were 
sure that the election meant a rebirth of the 
New Deal, with fresh agencies sprouting from 
every crevice and bankers barbecued on alter- 
nate Thursdays. It may also explain the calmer 
breathing of a lot of fluttery conservatives, who 
stampeded in wall-eyed panic to dump their 
stocks on November 3. 

It is now clear that Mr. Truman is not going 
to touch off another FDR revolution. Nobody 
can make a revolution without rebels; and to- 
day there is hardly a dangerous man in Wash- 
ington. 

What, then, can we reasonably expect from 
this collection of Rotarians emeritus who fill 
(snugly) the seats of power recently vacated 
by Hopkins, Tugwell, Corcoran, Wallace, or 
Ickes? Nothing startling, certainly, nor even 
very entertaining. Like their boss they are 
rather dull fellows, conscientious, respectable 
as blue serge, a little distrustful of anything 
adventurous or dramatic. They aren't mad 
with anybody. They would never dream of 
trying to make America over or of scourging 


the money changers out of the temple. (Many 
of them are pretty agile money changers them- 
selves.) Their evident purpose is to get along 
as amiably as possible with everybody and to 
win the next election. 

It would be a mistake, however, to conclude 
that the government has fallen entirely into 
the hands of good-natured mediocrities — or 
that Mr. Truman’s ambitious program can be 
entirely written off as campaign oratory. For in 
spite of the strong family resemblance, the ac- 
tual character of his political high command is 
strangely spotty, streaked with weakness and 
strength. In order to make a fair guess at what 
it may accomplish, and where, it may be useful 
to take a separate look at a few selected cross- 
sections of the Administration, 


II 


HE strongest segment consists of the 

three great agencies dealing with foreign 

affairs: the State and Defense Depart- 
ments, plus ECA. 

Both of the department chiefs stack up hand- 
somely beside their predecessors of the past 
decade. Mr. Roosevelt, of course, insisted on 
running his military and foreign business for 
himself, and didn’t want any really strong cabi- 
net officers around to get in his way; while Mr. 
Truman has been more willing to delegate 
authority. 

It is hardly surprising, therefore, that Dean 
Acheson looks like a paragon of clarity and 
vigor in comparison with the agonizing inde- 
cision of Cordell Hull, the imposing vacuity of 
Edward Stettinius, or the weary detachment 
of George Marshall. For the first time in many 
years, a Secretary actually is running the State 
Department. 

Every Secretary since 1941 was so busy trot- 
ting around to international conferences that 
he had to leave the day-to-day operation of the 
Department to subordinates. Acheson has 
begun to change all that. Philip Jessup and 
Warren Austin take care of most of the long- 
distance conferring these days, while the Secre- 
tary sticks to his desk and grinds out policy. A 
squad of energetic young assistants has been 
deployed in the top administrative echelon; 
and the chances are good that before the end 


of Mr. Truman's term we will at last have the 
kind of State Department our role in the world 
has long demanded. 


CROSS the river in the Pentagon, the 
picture is a little different. Louis John- 
son very probably lacks the machine- 

tooled brain of a Forrestal or the monumental 
stature of the aged Stimson. Occasionally he has 
shown a regrettable fondness for showy ges- 
tures and ill-considered talk. Already he is 
panting hard for the next Presidential nomina- 
tion, and politics clearly is in the front of his 
mind. And yet he does have one advantage: he 
is an ornery, hard-bitten character who will by 
damn run his own show if it kills every admiral 
in the fleet. 

This is precisely the one trait he will need 
most if he is going to bring a semblance of dis- 
cipline and unity out of the internecine war- 
fare among the armed forces. And in his dep- 
uty, Steve Early, he has chosen a man just as 
cantankerously rugged as himself. From his 
long training at Roosevelt’s elbow, moreover, 
Early knows every gouge and wristlock in the 
art of bureaucratic combat. It’s a safe bet that 
if there are any more nervous breakdowns in 
the Defense Department, they won't happen in 
the Secretary's office; they are more likely to 
show up among the Big Brass. 

So far Johnson’s most spectacular action has 
been his order stopping construction of the 
super-carrier United States, despite the pite- 
ous keening of all his admirals. Like any lay- 
man, I haven't the faintest notion whether this 
decision makes good strategic sense. Adminis- 
tratively, however, it makes plenty. It served 
notice —as nothing else could—that the new 
boss was bull-set on reaching his own conclu- 
sions and carrying them through. 

That kind of action is a plain hint that any 
military prima donna who can’t learn to work 
in harness is likely to end up in the coldest, 
lonesomest outpost in Alaska. It also is a hope- 
ful sign that Johnson eventually may be able 
to curb the lavish wastefulness of all three 
services. 


EANWHILE, three noteworthy ac- 
complishments can be chalked up for 
the Administration in the area of 
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military and foreign affairs: 

(1) The European aid program has been 
explained to the country frankly and effec- 
tively. It has been carried out with a rare com- 
bination of business sense and tact. And ECA 
itself has been protected both from patronage 
raids and from the grosser pressures of special 
interests. 

(2) Unobtrusive but solid gains have been 
made in race relations. The services are under 
steady pressure from Johnson's office to ease up 
their traditional segregation of Negro units, 
and to inch a little faster toward the pro- 
claimed goal of “equality of treatment and 
opportunity.” 

(3) Civilian control over foreign and mili- 
tary policy has been steadily strengthened. 
While the stars of Acheson and Johnson have 
been rising, gradual eclipse has overtaken a 
good many military men who once wielded 
great influence—Marshall, William H. Draper, 
Generals Lucius Clay and Bedell Smith, and, 
perhaps most important of all, Admiral William 
D. Leahy, until recently chief of staff to the 
President. 

One more step, now impending, should 
pretty well complete the restoration of civilian 
rule. That is a shift in the membership of the 
National Security Council, the top advisory 
group on foreign and military policy. It is now 
dominated by spokesmen for the armed serv- 
ices. Before the end of the session, Congress is 
likely to change its make-up by dropping the 


\ 


WW 


Secretaries of the Army, Navy, and Air Force 
and adding Vice President Alben Barkley, thus 
giving a majority to the civilian representa- 
tives. 

Incidentally, the executive secretary of the 
Council — Sidney W. Souers — now sees the 
President more regularly than any other offi- 
cial in Washington. A highly successful busi- 
ness man with sensitive political antennae, he 
has become one of the President's most useful 
aides for delicate and confidential chores. 


lil 


N THE domestic side of the Adminis- 
tration, the scenery is a whole lot drear- 
ier. Not one new domestic agency has 

»een launched since Mr. Truman took office. 
Nearly all of the old ones have been trimming 
‘aff, and lapsing into a soggy bureaucratic rou- 
‘ine. Nowhere is there any sense of the bright 
dventure which gave the New Deal in its hey- 
ay such a high charge of enthusiasm. 
Naturally these offices have found it hard 
) attract men of enterprise. Moreover, so long 
» comfortable salaries are still fairly plentiful 
| private business, outstanding administrators 
‘e understandably reluctant to trade them for 
federal stipend, plus the prying harassment 
' loyalty checks and the endless frustrations 
' government employment. 
Under these circumstances, the career civil 
rvants inevitably have taken over — dutiful 
‘en, but lacking fire. Here and there a fugitive 
ew Dealer lurks in some obscure cranny, re- 
sned, circumspect, and a little sour. 
An extreme example of this atmosphere is 


the Commerce Department — a random collec- 
tion of unrelated bureaus which never did 
have much team spirit or sense of mission. To- 
day the Bright Young Men infiltrated by Henry 
Wallace have become almost indistinguish- 
able from the grizzled bureaucrats recruited 
a generation ago by Herbert Hoover. They all 
know that their Secretary, Charles Sawyer, is 
out of sympathy with much of the President's 
program; and that he probably won't be 
around long anyway. 

A similar case is the Treasury—once a very 
hive of New Deal schemers, and now just an- 
other refuge for human comptometers. 

Interior is in a somewhat happier state, be- 
cause it has a job of some urgency in protecting 
our dwindling public resources, and because 
Harold Ickes built a spirited and cohesive 
organization. It also enjoys the stout lead- 
ership of Under Secretary Oscar Chapman, 
and Assistant Secretary Girard Davidson — vet- 
eran New Dealers who still manage to get up a 
full head of steam. The general expectation is 
that Chapman will step into the Secretaryship 
as soon as the President can find a tactful way 
to dispose of the plump and lethargic incum- 
bent, Julius “Cap” Krug. 


F ALL the old-line departments, Agri- 
culture seems to be in the best shape. 

If cabinet officers could somehow be 
measured for innate ability, its chief, Charles 
Brannan, would probably stand second only 


to Acheson. He has soothed down most of the 
intramural squabbling and the morale of his 
vast organization is now tolerably high. It got 
toned up a notch further this spring when 
Brannan proposed his new farm program—the 
first imaginative, large-scale venture put for 
ward by any domestic agency since Mr. Truman 
took office. 

This scheme for propping up farm income 


of $10,000 plus! ). 
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“Truman & Co., Limited,” here sharply condensed from 
the July HARPER’S, is worth reading in its entirety for your 
enjoyment and information; and as a good sample of the editorial 
youthfulness and intellectual maturity characteristic of HARPER’S 
today. It will also tell you, as an advertising man, why the magazine 
is meat and drink every month to 150,000 dealers in ideas: people 
who stock ideas and distribute them; the people who edit, write, 
speak, preach, teach, govern, and manage. They're the basic market 
for copy with a point-of-view; and an exceptionally compact, 
efficient market for high-priced merchandise (35% with incomes 


How long since you've seen an issue? Write, and we'll send the current one. 


makes opinion 


49 EAST 33RD STREET, NEW YORK 16, N. Y¥. 


by an intricate tackle of subsidies, loans, and 
acreage controls, and at the same time bring- 
ing down food prices for city folks, certainly 
won't get to first base during the current ses- 
sion of Congress. 

Eventually, however, a diluted version of 
the Brannan plan almost surely will be 
adopted. The present system of rigged prices is 
too ridiculous to survive indefinitely. Last 
year, for example, the government paid out 
$200 million to hold up the price of just one 
crop—potatoes. There were three results, all 
fantastic: (1) Potato growers nicked the treas- 
ury for an average of $5,457 each. (2) Sure of 
a lush profit, they grew thousands of tons of 
spuds that nobody needed. (3) The consumer 
paid twice over for every potato he ate, once 
in taxes and again in a whopping artificial 
price at the grocery store. Already a similar 
situation is threatening in pork. 

The Brannan program, in contrast, would 
bleed the taxpayer only once — by a direct sub- 
sidy to the farmers — while most prices would 
be allowed to slip down to their natural levels. 

Some kind of subsidy is bound to continue 
indefinitely —if for no other reason, because 
our electoral system stacks Congress heavily in 
favor of the rural voter. Brannan is now pro- 
posing that we should at last face the facts can- 
didly, and dole out an open, rationally calcu- 
lated subsidy, rather than a half-concealed and 
grossly illogical one. 

In passing, it is worthy of note that Bran- 
nan’s shadow is spreading a good distance be- 
yond his own department. The President 
tagged him to serve as Co-ordinator for Eco- 
nomic Stabilization — which means that he is 
expected to see to it that the economic opera- 
tions of the various agencies dovetail together 
with some kind of rough consistency. He has 
handled this thankless chore tactfully and 
firmly. As a consequence, he seems to have the 
confidence both of his boss and of most of his 
colleagues. 

This sampling of the Truman bureaucracy 
—and I hope it is a passably fair one — would 
seem to point to a moderately heartening fore- 
cast for the three years ahead. Little brilliance, 
no ferment of new ideas, no daring experi- 
ments can reasonably be expected. But no ad- 
ministrative disasters are in prospect either. 
For the first time in a generation, Washington 
seems to be getting back to Business as Usual. 


Prepared by Royal & de Guzman 
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Ruppert to Use TV 


Jacob Ruppert Brewery, New 
York, will sponsor a five-minute 
television film program, “On the 
Sports Page with Ruppert Beer,” 
on nine television stations in New 
York, New Haven, Boston and 
Philadelphia. The program will be 
televised before and during in- 
termissions of sports features on 
these stations. Biow Co., New York, 


is the agency. 


Exide Retires Brandt 


William Van C. Brandt, man- 
ager of Exide railway and motive 
power battery sales division of 
Electric Storage Battery Co., Phil- 
adelphia, has retired. 
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Census Bureau’s Employment 
Figures Face New Inquiry 

WasHINGTON—Census Bureau’s 
monthly survey of employment 
will be up for discussion later this 
month when a joint economic sub- 
committee of Congress sits down 
to find out exactly how tough the 
job situation is. 

Developed late in the 1930s, the 
Census Bureau survey uses highly 
respected sampling procedure. Its 
figure of nearly 60,000,000 persons 
on the job is accepted without 
protest by most competent statis- 
ticians and economists. 

But some labor unions are say- 
ing that the Census report leads to 


By STANLEY E. COHEN, Washington Editor. 


an overly optimistic picture of la- 
bor market conditions. In addition 
to employment and unemployment, 
they want to know about “un- 
deremployment.” 

In current Washington vernacu- 
lar, the “underemployed” are those 
who draw pay for less than 40 
hours weekly. The unions claim 
the ranks of the underemployed 
are substantial—and increasing— 
and that consumer buying power 
is declining more rapidly than the 
government realizes. 


Time is working against a postal 
rate increase during the current 


congressional session. The House 


committee still has a lot of un- 
answered questions despite two 
“closed door” sessions with Post- 
master General Jesse Donaldson. 
And former President Herbert 
Hoover told a closed meeting of 
the Senate postal committee to 
“go slow” on increases for pub- 
lishers and direct mail advertisers. 
Hoover said no one really knows 
how much it costs to handle sec- 
ond and third class. He is for 
immediate reorganization of the 
Post Office Department, and he 
favors quick action on higher rates 
for parcel post, insured and regis- 
tered mail, and other “auxiliary” 
services. 
gee 


Legislation to assist states in 
collecting sales and use taxes on 
cigarets, already passed by the 
House, is set for early Senate adop- 
tion. Mail order houses fear the 
precedent, requiring shippers to 
submit customer lists to state au- 
thorities. But privately they con- 
cede that it is hard to work up 


the end of the year, and SuccessruL FARMING will keep the best farmers in the country 


informed of this new ai 


d to better business. 


> 


--- animal protein factor .. 


. not a protein, but 


vitamin combination in animal proteins . . . has made 


meat and bone scraps, fish meals, and tankage an 


No industry is changing as much, or as fast, today as agriculture. No business holds 


more interest, excitement, or opportunities for progress and profit... For an enlightening 


instance of the continuous contribution of scientific research to farm business and market 


essential food supplement for livestock . .. Now 
APF, produced synthetically by bacteria or 


mold, promises revolutionary development in 


... no enterprising advertiser should fail to read “APF,” page 31, the July issue of SuccessruL Farminc! 


the best brains, methods and practice... with top yields, production, and cash incomes. 


Most missed market... are the nation’s best farm families in the 15 Heart 


States ... with the largest investments in land, building and machinery ... with 


Of SuccessFuUL FARMING’s 1,200,000 subscribers, a near million in the Heart States, averaged some $10,000 


in gross income during ’47 and ’48—almost $4,000 above the US farm average... represents the best class 


market in the world today. General media have:a thin spread in this 
market—only SuccessFUL FARMING penetrates it deeply and efficiently. .. 
adds reader influence based on forty years of real service ... To make 
national advertising really national, you need this selective audience 
and magazine. For all the facts get in touch with the nearest SF 
office . .. SucCEssFUL FarMiNG, Des Moines, New York, Chicago, 


Cleveland, Detroit, Atlanta, San Francisco, Los Angeles, 


Advertising Age, July 11, 19% 


congressional sympathy for { rn 
that specialize in shipping © 9a. 
ets from low-tax to hig) -t; 
states. 


General Service Administr ‘tig, 
opened its doors last week, t, 
first tangible result of Hoove 
Commission efforts to resh uff; 
government bureaus into mor> ¢. 
fective form. GSA, headed by for. 
mer War Assets Administrator Je, 
Larson, is a holding company cop. 
trolling procurement, record } eep. 
ing and property manage nen 
functions of the federal gover. 
ment. It absorbs a half dozen }j; 
outfits, including Federal W ork 
Agency, Public Roads Administra. 
tion, War Assets, National Ay:. 
chives and the Bureau of Feder, 
Supply (formerly Treasury Pr. 
curement division). 


Washington’s retail liquor deal. 
ers told Congress last week thy 
the military is lax in enforcing 
“dry” laws which apply to liquor 
sales at officers’ clubs and Px 
stores. Retailers asked the gover. 
ment to stop liquor sales at mili. 
tary posts, so that armed force; 
personnel will shop at retail stores 
It is easy to see their point, by 
aren’t they being a bit shortsighte 
in endorsing a “prohibition” requ. 
lation? 

aes 


Atty. General Tom Clark con. 
fessed last week he has an ant. 
trust goal: He hopes to sign the 
papers for the 1,000th prosecution 
under the Sherman Act. Four year 
on the job, Mr. Clark has institute 
160 anti-trust cases, compared wit! 
an average of 42 for each of tl 
21 attorneys general precedin] 
him in office since 1890. His in- 
portant action last month, de- 
signed to break up DuPont hol- 
ings in General Motors and U. § 
Rubber, was the 986th anti-trust 
case filed by the government. 


More of Mr. Clark’s anti-trus 
philosophy will be on the recor 
next week when he appears befor 
the House judiciary subcommitte 
opening an over-all re-examin:- 
tion of anti-trust statutes Monda) 
He is expected to call for stiffe 
penalties, and for repeal of speci: 
anti-trust “exemptions” such 2 
the Miller-Tydings “price main-§ 
tenance” law. Justice Depar' 
ment’s 39-page summary of ™! 
Clark’s four years in office sa 
enforcement programs of rece! 
years have “clarified” the ant: 
trust laws. Maybe the Congres 
men will want to know about thf 


Universal Advances Three 


Executive changes in the easter") 
advertising, publicity and “ 
ploitation departments of Univer 
sal-International Pictures, Ne 
York, have been announce§ 
Charles Simonelli has been pry 
moted to the newly created pee 
of executive in charge of nation 
exploitation and has been giv’™ 
additional responsibilities on J 
policy level. He was formerly ea5° 
ern exploitation manager. Ph! 
Gerard has been named este? 
publicity manager, succeediig “ff 
Horwits, who is now studic pv” 
licity director. Henry A. Lint 
continue to serve as eastern # 
vertising manager, a post |e '% 
held for several years. 


REN ta tec 


WERT Goes Full Time 


WKRT, Cortland, N. Y., w™ 
by Cortland Broadcasting # 
went on the air full time o: JY 
26. WKRT, with WKRT-F! |, @ 
been in operation since Nov m°§ 
1947. Gerald Mayer is the pré 
dent of the station. ? 
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Spelled with a lower-case “‘c’’, coke means a certain type of fuel—and 


nothing else. 
Spelled with an upper-case “‘C’’, Coke means Coca~-Cola—and nothing else. 


It is perfectly understandable that people not directly concerned often 
forget this distinction. But what may seem to you a trivial matter isa vital 
one to us. For the law requires us to be diligent in the protection of our 
trade-marks. Hence these 


frequent reminders. 
*Coke = Coca-Cola 


Your cooperation is respect- 
I P Both are registered trade-marks that 


s whenev Se 
fully requested, epciioal distinguish the same thing —the 


you use either Coca-Cola or product of The Coca-Cola Company. 


Coke in print. 


THE COCA-COLA COMPANY 


COPYRIGHT 1949. THE COCA-COLA COMPANY 
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“TOM CAFFERTY” by Robert Henri (1865-1929) 
—reproduced directly from painting 

in the per t collection of the Rochester 
Memorial Art Gallery, Rochester, N. Y. 


~>Libe nigpley yu, STECHER - TRAUNG 


Peruaps you won't feature fine arl in your sales and advertising 
material, but you can make each job a masterpiece—by using ‘Lithography by 
Stecher-Traung.” And that means top quality work by experienced craftsmen 
who know how to create and produce FULL Color lithography that sells! 
Learn how you, too, can take advantage of the mass production economies which 
Stecher-Traung customers enjoy on FULL Color folders, booklets, box wraps, 
labels, point-of-sale material, etc. A phone call or wire will bring 


you facts, advice and ideas—at no obligation whatever. 


SPECIALISTS IN FULL COLOR—Advertising Material *« Labels * Box Wraps « Greeting Cards 
Seed Packets + Folding Boxes * Merchandise Envelopes and Cards 


TECHER-7TRAUN LITHOGRAPH CORPORATION 


Rochester 7, New York «+ San Francisco 11, California 


Branch Offices: Baltimore « Boston « Chicago « Columbus « Harlingen « Jacksonville « Los Angeles 
Macon « New York « Oakland « Philadelphia « Portland « Sacramento « St. Louis « Seattle 


Special New York Sales Associates—Rode & Brand 
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‘49 Plastics Book Issued 


Plastics Materials Manufacturers 
Association has issued its 1949 ed- 
ition of the handbook: “How to 
Buy & Sell Plastics,” for the use 
of buyers and retailers. The 11 
general classifications of plastics 
are discussed, with applications, 
advantages, care required and 
physical properties of each. The 
booklet is available from the asso- 
ciation, Tower building, Washing- 
ton 5, D. C. 


SIGNS OF LONG LIFE” 
FOR QUANTITY BUYERS 


THE ARTKRAFT* SIGN CO. 
Division of 


Artkroft Corporation 
900 Kibby $t., Lima, Ohio, U.S.A. 


“Tredemarts Beg US Per OF 


Colonial Radio Names Three 


John K. McDonough has been 
named director of sales of Colo- 
nial Radio Corp., Buffalo. C. K. 
Bagg has been appointed sales 
manager and Bernard O. Holsinger, 
advertising and promotion man- 
ager. 


Smaltz to Open Own Agency 


Peter R. Smaltz has resigned as 
advertising manager of Trask’s 
Department Store, Erie, Pa., and 
will head his own advertising 
agency in Erie Aug. 1. 


Hall Succeeds Newcombe 


Ted Hall, with the Herald, Cal- 
gary, Alta., since 1940, has been 
named national advertising man- 
ager, succeeding Havelock H. New- 
combe, who is retiring. 


Two Appoint David, Inc. 


David, Inc., St. Paul agency, has 
been retained to direct the adver- 
tising of Land-O-Nod Bedding Co., 
Minneapolis, and Minnesota Mac- 
aroni Co. Trade publications, news- 
papers and radio will be used by 
both. 


Schlesinger Names Weightman 


Schlesinger Brothers, Philadel- 
phia, manufacturer of personal 
leather goods, has appointed 
Weightman, Inc., Philadelphia, to 
handle its advertising. 


Noyes & Sproul Named 


Fellows Medical Mfg. Co., New 
York, manufacturer of pharma- 
ceutical specialties, has placed its 
account with Noyes & Sproul, New 
York. 


Outdoor Advertisers 
Urged to Use New 
Coverage Plan 


New YorK—While the number 
of panels or units of display in 
outdoor advertising is a factor in 
determining “the expectancy of 
daily exposures, the percentage of 
the market reached or covered 
depends on the factor of time,” 
Robert F. Cochrane, sales man- 
ager of John Donnelly & Sons, 
Boston, told members of the media 
research group of the American 
Marketing Association. 

“Markets are people,” Mr. Coch- 
rane said, “not geographical zones.” 
Coverage he defined as “that por- 


SEATTLE 


A Marshall Field Sat 


* No (sob) KJR ” 


KJR doesn’t reach 


But KJR does blanket the rich western Washington market, 
where 1,321,100 radio listeners enjoy one of the world’s 
richest-per-capita incomes. 

Best of all, KJR’s 5000 watts at 950 kc. cover the import- 
ant area that any 50,000 watts would reach (check your 
BMB). 


And “the beauty of it is”—it costs YOU so much LESS! 
Talk with AVERY-KNODEL, Inc., about K JR! 


everybody! 


for Western Washington...An Affiliate of the 
American Broadcasting Company 
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tion of a market, or the number 
of people exposed to or reached 
by an advertising message.” Phys- 
ical panel distribution in itself, he 
said, does not constitute coverage, 
but is rather a factor in obtaining 
coverage, the number and location 
of panels depending on the inten- 
sity or penetration desired. 


ws “Travel habits which highlight 
the extreme fluidity of traffic,” 
he said, in presenting a formula 
for 30-day coverage, “conclusively 
show that a given number of pan- 
els based on the prime traffic pat- 
tern of the market, and of neces- 
sity properly distributed, will ac- 
complish complete market cov- 
erage and penetration during the 
normal 30-day period of poster 
advertising. 

“Therefore, all poster showings 
should be designed to cover the 
market. The intensity of coverage 
required should be determined by 
the objectives of the campaign. 
If the advertiser desires to saturate 
the market with a selling impres- 
sion when time is the essence of 
the campaign the greater number 
of panels should be used. On the 
other hand, if a product or service 
is offered for sale consistently 
month after month, the advertiser 
may well use a poster showing 
of less intensity with full confi- 
dence. The cumulative impres- 
sions of such a display further 
contribute to deep market pene- 
tration.” 


Type Face Board Adds 4 


Four members have been ap- 
pointed by their respective organi- 
zations to serve on the national 
board of Printing Type Faces. 

Frank E. Powers, type director, 
J. Walter Thompson Co., and past 
president, Type Directors Club, 
will represent the Type Directors 
Club; Raymond Da Boll, cali- 
grapher and artist, Society of 
Typographic Arts, Chicago; Kurt 
H. Volk, Kurt H. Volk, Inc., and 
Fred Farrar, Typographic Service 
Co., New York, Advertising Typo- 
graphers Association of America. 


1949 Wine Week Scheduled 
The 1949 National Wine Week 
promotion has been scheduled for 
Oct. 8-15. Brand advertisers will 
promote the week and the Wine 
Institute and Wine Advisory Board 
plan to use magazines, news- 
papers, trade publications, radio, 
displays and point of sale, plus 
television on the East Coast, to 
promote the week. The slogan is 
“Enjoy the bounty of the vine, 
National Wine Week, ’49.” 


MILLIONS FOR 
SHOP EQUIPMENT 


It takes a lot of welders, power 
tools, test benches, cleaners and 
other shop equipment to keep 
700,000 for-hire trucks rolling. It 
takes a publication, too. Three out 
of every four Motor-Freight Carriers 
say TRANSPORT TOPICS is essen- 
tial to their business. It’s the only 
ABC paper devoted to trucking. 
16,000 paid weekly circulation; 
45,000 Third-Monday distribution. 


Gransport Topics 


The National Weekly of the Motor-Freight Carriers 


Washington 6, D.C. 
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‘Food Mart News’ 
Sponsors Retailer 
Training Institute 


CuiIcaco—Plans are being made 
for the fall opening here of Food 
Mart News Institute, a new non- 
profit training organization spon- 
sored by Food Mart News, Chi- 
cago. 

Designed to train grocery and 
restaurant men in all phases of 
food retailing, the institute will 
feature a model food store, located 
near the Chicago hotels where the 
major annual food conventions are 
held. The store will be used for 
display and store arrangement re- 
search and training of retailers. 

Studies in methods for increas- 
ing unit sales and speeding up 
check-outs are included in the 
program, as are classes in the buy- 
ing and selling of frozen foods, 
dairy products and fresh fruits 
and vegetables, to be given by ex- 
perts in the field. 

In the meat department, ex- 
perienced meat men will train re- 
tailers in the most efficient meth- 
ods for cutting meat, using power 
equipment, and preparation of 
special cuts, often regarded as 
waste. 


es One of the most important 
parts of the training program will 
be the course in display merchan- 
dising, in which food advertisers 
are expected to educate the re- 
tailer-students on proper use of 
display material, building of dis- 
plays and utilization of other mer- 
chandising material to build vol- 
ume. Tests of the efficiency of 
various physical displays and ad- 
vertising material will be con- 
ducted in the model store. 

In addition, the institute will 
sponsor a consumer guild, de- 
signed to train food retailers in 
public relations. A special public 
dining room will be operated as 
part of the guild, in which foods 
processed by participating manu- 
facturers will be served, and the 
recipes for various dishes will be 
discussed by home economists em- 
ployed by the food manufacturers. 

An executive board of three 
members, assisted by a board ol 
directors, all composed of leaders 
in the field, will direct the in- 
stitute. Food Mart News expects 
that expenses of the institute will 
be underwritten by participating 
food marketers, through the pur- 
chase of display space for the ex- 
hibition of their products, and 
promotion of their foods through 
the consumer guild. 


Macaroni Production Up, 
Future Good, Norris Says 


Macaroni manufacturers have 
already made downward price ad- 
ustments, distributors aren’t 
vaded with large inventories of 
iacaroni, spaghetti and egg noo- 
les, and “I honestly cannot see 
nything in the picture about 
vhich we in our industry should 
e dismayed,” C. L. Norris, execu- 
ive vice-president, Creamette Co., 
linneapolis, said at the Chicago 
onvention of the National Mac- 
roni Manufacturers Association. 

For the year to date, Mr. Nor- 
1is said, the industry has produced 
140% more than the average pro- 
cuction for the same period of the 
f.ve years before the war. The 
association launched a public re- 
litions campaign last March, 
tirough Theodore R. Sills & Co., 
Chicago, which is being bul- 
varked by advertising and pro- 
riotional activities of member 
Companies. The group reelected 
‘tr. Norris president for the com- 
lig year. 


Litton Joins Publisher 

John M. Sitton, formerly director 
Cf public relations and advertising, 
lendix radio division *of Bendix 
‘viation Corp., Baltimore, has 
teen named director of merchan- 
Cising and research of Screenland, 
Silver Screen and Skyways, J. 
4 red Henry Publications, New 

ork. 


ver 115,000 


Greatest demonstration of ability to sell ever made by 
any Southwest newspaper-radio combination . . was 
made by The News and its station WFAA in sponsoring 
the first Southwest Sports and Vacation Show which 
drew over 115,000 people . . 30 per cent of whom were 
from outside Dallas! National records were established: 
Show led nation in number of fishing tackle exhibits, 
attracted more sporting goods jobbers and dealers than 
any first-year show, drew more top-flight sporting 
company executives than any show, was first in the 
nation in entertainment, attendance was exceeded only 
by multi-million population cities! 


Sell the readers of the Dallas Morning 
News and you’ve sold the fabulous 
Dallas Market 


saw The Dallas News sponsored 


CRESMER & 
WOODWARD 
Incorporated 
Representatives: 
New York 
Chicago 

Detroit 

San Francisco 
Los Angeles 
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Agency Boasts 
Sales Success 
of Lost Account 


New YorkK—‘“A remarkable $4,- 
000,000 sale of Sherwin-Williams 
Kem-Glo in two months this 
spring” will be reported in the 
July issue of “Newell-Emmett 
Current Information,” a bi- 
monthly publication of Newell- 
Emmett Co. 

As announced several months 
ago, the Sherwin-Williams account 
will move on Sept. 1 to Fuller & 
Smith & Ross, Cleveland. 

On the theme, “Looks and 
Washes like Baked Enamel,” the 
new paint product was advertised 
in newspaper magazines and news- 
papers in 335 cities. 

“These six selling words,” says 
N-E, “are helping Kem-Glo break 
the all-time sales records of its 
sister-product, Kem-Tone.” 


Publishes PR Case Studies 


Frank Block & Associates, St. 
Louis public relations counsel, has 
published a booklet containing the 
case histories of 23 public rela- 
tions accounts, including costs of 
the campaigns. The pamphlet is 
designed to illustrate the use of 
public relations to build audiences, 
increase efficiency of promotions, 
publicize new plants, raise funds, 
conduct political campaigns and 
promote trade association projects. 


Giesy Opens PR Company 


Don Giesy, formerly with the 
DuMont Television Network, New 
York, has resigned to form a pub- 
lic relations firm, Don Giesy & 
Co. Offices are at 104 E. 40th St., 
New York. 


New TV Set Introduced 


John Meck Industries, Inc., Ply- 
mouth, Ind., television and radio 
receiver manufacturer, has intro- 
duced a new video set with a 
121%” tube, to retail at $249. 


UN Gratified 
by Radio, Video 
Support in U. S. 


LakKE Success, N. Y.—Gratified 
with the cooperation that the radio 
and television industry in the 
United States has given the United 
Nations, Benjamin Cohen, assistant 
secretary-general, department of 
public information for the UN, 
has announced expanded fall and 
winter radio plans. 

On July 25, 275 independent 
United States stations will present 
the “UN Story,” a 15-minute tran- 
scribed series. Mr. Cohen said 
that as a result of speeial pro- 
motion of the National Association 


of Broadcasters’ independent sta- 


tion committee, orders have been 
received from 216 cities in 45 
states. 

These stations in addition re- 
quested UN broadcast material, 
including a special exclusive Nor- 
man Corwin show for indepen- 
dents to be heard on 185 stations; 
the woman broadcasters’ “Bul- 
letin” on 72; “Little Songs about 
UN” on 86; and radio news sum- 
maries on 95. 


e For the first time, an entire 
series is being repeated on Amer- 
ican Broadcasting Co. when the 
network shifted “Two Billion 
Strong” to evening time beginning 
July 2, 8:30 p.m. A number of the 
original shows will be repeated by 
request. UN reporters will make 
tape recordings for the series in 
all parts of the world during the 
summer. 

Columbia Broadcasting System's 
“Memo from Lake Success,” which 


i 


IF YOU WANT YOUR CATALOGUE 
—OR BOOKLET— 

TO BE READ FROM COVER 
TO COVER— 


be dure i has a cope / 


FAMOUS GOVEK OLRLS 


Part Cherokee Indian, part Irish, cleve 


Soap, International Sterling Silver, Camels, Pepsi-Cola and Pepsoden\Toothpaste. 
he has been on the covers of RED BOOK, WOMAN’S HOME COMPANION and PIC. Voted 
“Miss Duel-in-the Sun,” she was hostess at the opening of that super feature. 


HANDS COVER PHPERS 
FE Foes Cage 


Color that catches the eye, texture that is 
pleasing to the touch, quality that assures long 

wear —these are the ingredients that make BUCKEYE 
and BECKETT COVERS the first choice of admen 

and printers everywhere. 14 colors, 9 finishes, to 

choose from in the BUCKEYE line; 11 colors, 9 finishes, 
in the lower-priced but attractive BECKETT line. 
New sample books now ready. 


it Hyde prepared for her 


a popular color in the 
Buckeye Cover line, 


SAPPHIRE 


Advertising Age, July 11, 194) 


went off for July and August, wil! 
resume on Sept. 24. On July 10, 
“Citizen of the World,” an hour. 
long documentary on the work o! 
the UN, was broadcast by the 
CBS Documentary Unit. 

Broadcast Music, Inc., in co- 
operation with the United Nation 
radio and VU. S. Commission or 
Unesco, will release a 52-weelk 
series called “Music of the World’ 
in September and it is expectec 
U. S. stations and other Englis! 
speaking countries will schedule 
these programs. 

The National Broadcasting Co 
will carry programs for six week: 
on the United Nations, beginnin; 
Sept. 4 with an hour documentary 
written by Corwin. 


se Summing up U. S. coverage in 
radio, Mr. Cohen listed the follow- 
ing: 170 stations have carried the 
daily program “UN Today” in 35 
states; 96 CBS stations have car- 
ried “Memo from Lake Success” 
since September, 1948; 220 ABC 
stations have carried “Two Billion 
Strong” since last April; 20 sta- 
tions have carried “UN Story” 
since last December; 1,000 stations 
have aired “Little Songs about 
UN”; 2,500 women broadcasters 
receive the monthly women’s bul- 
letin; 200 radio news directors re- 
ceive the weekly news summary, 
and WCBS-TV and WNBT carried 
five hours per day of general 
assembly proceedings during April 
and May. 


Dahlgard to Station KOLN 


Emory Dahlgard, secretary- 
treasurer of Inland Broadcasting 
Co., Omaha, has been appointed 
executive director of Inland’s Sta- 
tion KOLN, Lincoln, Neb. William 
Waugh and Edwin Smith continue 
as station manager and program 
director, respectively. 


Erwin, Wasey Ups Williams 


David B. Williams, account 
executive in the Los Angeles of- 
fice, has been named a vice-presi- 
dent of Erwin, Wasey & Co., Los 
Angeles. He has been with the 
agency since 1946, serving in the 
Chicago, Seattle and Los Angeles 
offices. 


Kipp to Beasley Syndicate 


Alfred C. Kipp, formerly ac- 
count executive of McCormick 
Co., advertising, Amarillo, Tex., 
has been appointed general mana- 
ger of Beasley Feature Syndicate, 
Amarillo. 


PANTAGRAPH 


You Reach 117,000 
Seale In Central IMlinois 


McLEAN COUNTY— 


$117,084,000 total 

annual spendable 

income. A per capita 
income of $1,541.00.* 


*Copr. 1949. Sales Management 
Survey of Buying Power; further 
reproduction not licensed. 
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Over a Century of Community Service 
REPRESENTED NATIONALLY BY GILMAN. NICOLL & RUTHMA 
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Operators with No Previous Printing Experience 
Learn to Operate Type-O-Writer in Only 2 Weeks 


All editorial composition for “Advertising Age”, whose weekly editions run to 
110 news-packed pages, is now being set at Poole Bros., Inc., Chicago, by operators 
with no previous printing experience. What's more, at Poole Bros., Inc., these now 


expert operators learned to operate the Kellogg Type-O-Writer keyboard in only 
2 weeks. 


e TIME SAVED! 


Phenomenal indeed is the fact that these previously untrained operators were 


able after 2 week’s training to do their part in maintaining a production schedule 
which is fastest in the history of the publication. 


e PERMITS TAPPING VAST NEW OPERATOR MARKET 


With the help of Kellogg Type-O-Writer keyboards, weekly newspapers, maga- 
zines, job shops of all kinds can draw from a vast new source i competent 
help . . . young men and young women out of school who have been trained in 
typewriting. In only two weeks they can operate line-cast machines equipped 
with Mellogg Type-O-Writers passably well and expertly in two months without 
the help of a linotype operator. 


e 44 KEYS INSTEAD OF 90 


For the 90-channel keyboard of the line-cast composing machine, the Type-O- 
Writer substitutes the efficient 44 key arrangement of a typewriter. There are 
only half as many keys to use and the load is distributed evenly between both 
hands across the entire keyboard. “Left-Hand Load”, a principal cause of 
operator fatigue, is eliminated. Trainees become skilled operators. 


e PROTECTION FOR YOUR SHOP 


Just as they stock spare parts for casting machines and presses, more and more 
newspapers, book publishers, i and job shops today rely on the 
Kellogg Type-O-Writers to keep production going in any emergency. 


Find out now how the Kellogg Type-O-Writer can help you reduce costs in 
your plant. 


Sales Representatives: 

A. E. Heinsohn 
Printing Machinery & Supplies 
1443 Blake Street 
Denver, Colorado 


W. J. Holtmeirer, Inc. 
71 W. 23rd Street 
New York 10, N. Y. 


Richardson-Sovde, Inc. 
503 Fourth Avenue, South 


Established 1897 | 
6650 SOUTH CICERO AVENUE «+ CHICAGO 


SWITCHBOARD AND SUPPLY COMPANY 


KELLOGG 


]ype-O-lilee | —_ 
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THE TYPE-O-WRITER WORKS 


Solenoid operated plungers in the 
Type-O-Writer locate directly over the 
composing machine keyboard. For 
each letter, a single key on the Type- 
O-Writer operates lower case, cap and 
small cap keys on the composing ma- 
chine. Colored lights indicate which is 
being set. Shifts just like a typewriter. 
Fits Linotype and Intertype machines. 
Doesn't interfere with composing ma- 


chine keyboard. 


@ COMPLETELY PORTABLE 


Type-O-Writer weighs only 251. pounds. It can 
be moved from machine to machine in a matter 
of seconds—takes only a screw driver to install! 


LOOK WHAT THESE USERS SAY: 


A girl operates our Type-O-Writer and sets 1700 lines of 12 
em type in 7 hours. 
Poole Bros., Inc., Chicago, Ill. 


Our operator is a G.l., who was typist in the army air corps. 
He has used the Type-O-Writer for only 7 weeks, working 4 
hours a day. He is setting a galley and a half an hour, with few 
mistakes. When we get our new composing machine we expect 
to set two galleys an hour. 

Mount Pleasant News, Mount Pleasant, Ia. 


In a matter of hours a student unfamiliar with the Intertype 
is able to set 7 lines a minute. We cannot praise the Type-O- 
Writer enough. In 4 years we have had no breakdowns, using 
the Type-O-Writer on all types of composition. 

Santa Monica City Schools Print Shop, Santa Monica, Calif. 


We like our Type-O-Writer very much, and know that others 
will too. Would it not be to advantage to send a representative 
to our state publisher's meeting to give the publishers a demon- 
stration? 

Twin State News-Times, Woodsville, New Hampshire 


Any good typist can produce a very commendable string of 
type within a short time with the Type-O-Writer. 
The Norman Transcript, Norman, Oklahoma 


“MAIL COevueenw 7e80 AF 


KELLOGG SWITCHBOARD AND SUPPLY COMPANY 
Type-O-Writer Division 

6650 So. Cicero Ave., Chicago 38, Ill. 

Please send complete information about Type-O-Writer. 

We haves Linotype machines and Intertype machines. 


Class of work (check which) (] NEWSPAPER []} BOOK PUBLISHER [) MAGAZINE 
PUBLISHER ~—] JOB SHOP || TYPOGRAPHER [] IMPRINTING GREETING CARDS 
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DURING THE FIRST SIX MONTHS 
OF 1949 THE POST CARRIED 
MORE ADVERTISING LINAGE 

THAN ANY OTHER MAGAZINE 


POST 


AIVL 


os hae 
COLLIER’S...... 
rer 


THE POST CARRIED— 


LIFE 
more pages than COLLIER’ 


358 
1,322 
,926 


more pages than 


more pages than 
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2,181 
,823 
859 
655 
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The first place for advernsing 


Advertisers continue to select The Saturday Evening Post 
as America’s most vital magazine. Ra 
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The Post reaches into every corner of our nation. But 
its circulation alone does not completely explain its tre- 
mendous selling force. For the true vitality of the Post lies 
in the respect readers have for it... the strong confidence 
it inspires... the genuine affection with which they wel- 


come it each Wednesday. 

For this is the stimulus that brings people into the 
retail stores to buy the very products they have seen on 
the pages of the Post. | 

And now more than ever, as the job of selling be- 
comes tougher, America’s business leaders recognize this Bs 


quality of Post greatness. ae 
This is why businessmen continue to place more ad- Bs 


vertising linage in The Saturday Evening Post than in pas 


any other magazine! Bois 
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Wool Bureau Shapes 
Promotion Program 
to Stimulate Demand 


New YorK—A three-point pro- 
gram to stimulate the demand for 
wool fabrics has been formulated 
by the Wool Bureau. Major pro- 
jects scheduled for immediate ac- 
tion, as part of the bureau’s in- 
dustry program include: 

1. Sales education on wool to be 
prepared as a training course for 
manufacturers’ and retailers’ cloth- 
ing salesmen. 

2. Selection of men’s clothing 
styles, wool fabrics and colors to 
be promoted for the fall of 1949 
by the bureau’s news service. 

3. Creation of common themes 


to be used in national and local 
wool clothing sales promotion by 
the bureau and cooperating wool 
clothing manufacturers. 

Acting as a style and fashion 
authority for the Wool Bureau, 
the clothing manufacturers’ com- 
mittee will advise the bureau’s 
news staff on selections of cloth- 
ing styles, fabrics and colors to 
be promoted seasonally in news- 
papers and by means of radio and 
television. 

Michael Daroff, H. Daroff & 
Sons, is chairman of the commit- 
tee. 


Bringgold to Guy-Lee 


Mary Ann Bringgold, formerly 
art director of California Stylist, 
has joined the staff of Guy-Lee 
Organization, Palo Alto agency. 


Blue Swan Plans Big Drive 


Blue Swan Mills, manufacturer 
of Suspants, Minikins and women’s 
other intimate apparel, will launch 
its largest transit advertising cam- 
paign this fall, with car cards in 
every city of more than 100,000 
population and in 230 suburban 
towns. Magazines, sectional out- 
door, cooperative newspaper, bus- 
iness paper, direct mail and point- 
of-purchase advertising also will 


be scheduled. Lawrence Boles 
Hicks, Inc., New York, is the 
agency. 

WGN Promotes Dennis 


Bruce Dennis of the program de- 
partment of WGN, Chicago, has 
been named assistant manager of 
the station. Tom Elvidge of the 
continuity department has been 
appointed to replace Mr. Dennis. 


Frigidaire Shifts Three 


Frigidaire division of General 
Motors Corp. has promoted F. M. 
Drake, general sales manager of 
the New York branch, Frigidaire 
Sales Corp., to manager of the Los 
Angeles branch, succeeding E. L. 
Williams, who has been transferred 
to the Pacific division. H. M. Cline, 
appliance sales manager for the 
eastern region, replaces Mr. Drake. 


‘Agriculturist' Changes Size 


Southern Agriculturist, Nash- 
ville, will change its advertising 
page size from 9”x12%” to 93%”x 
12%”, effective with the October 
issue. The new page is four col- 
umns by 170 lines deep, or 680 
lines, compared to the old 700- 
line page. A complete schedule 
of mechanical changes for various 
units and bleeds is available. 


4 


328 So. Jefferson St. 
Chicago 6, Illinois 


* represented in principal cities * 


* Write us—now— if you'd like to 
see the remar'-ably varied group 
of subjects which are available 
for territorial-use displays, on a 
lower-cost basis. 


HOME ! 


\ JMOINT-OF-PURCHASE DISPLAYS 


nail down the real objective of your 
whole selling and promotional pro- 


gram —to start an actual sale. They 
review the buying impulse in the prospec- 
tive purchaser just when and where im- 
pulse can immediately become the action 
which rings the cash register. 


But there is terrific competition for the 
buyer’s eye these days in every window 
and on every counter and shelf. That 
means your display must be designed 
with every selling artifice which wide 
experience can bring to bear—produced 
with the quality and sparkle which only 
master craftsmen and the most modern 
equipment can supply.... 


.... for example, experience, craftman- 
ship and unsurpassed facilities such as 
INLAND LITHOGRAPH’S, which have 
turned out hard-hitting displays for 
important sellers in every field. Call us 
in on your problem — you'll like the 
way we work! 


fale 


Company 


LITHOGRAPHED CARDBOARD DISPLAYS 


Advertising Age, July 11, 194) 


Advertising 
BOX 


SCORE 


Ist 6 Months 1949 


vs. Ist six months 1948 


Per cent 
(gain or loss) 


Pages 
(gain or loss) 


Look ... +99.0 +17.8% 


Better Homes . +20.2 +4+2.4% 
and Gardens 
Good 

Housekeeping . +14 40.2% 
Amer.Home . —3.5 —0.8Q% 
Woman’s Home 

Companion .. —3.6 —0.8% 
Post ote 68 €-8@ —42.1 — 1.9% 
Time ys 2» 8s —40.5 —2.2G% 
Newsweek . .—75.3 —5.5QG% 
Life. .... —1213 —6.2% 
Cosmopolitan . —38.6 —10.0% 
True Story . .—43.6 —10.8Q% 
Ladies’ Home 

Journal . . . —106.1 —12.3G% 
MecCall’s . . . —73.2 —13.4QG% 
American . . . —52.2 —16.7% 
Redbook -—39.1 —20.2% 
Collier’s . . —269.5 —23.9% 

NOTE: 


4 of 6 major magazines 
in the weekly field reg- 
istered gains in the sec- 
ond quarter of 1949 ys. 
1948. 


Look... . 25.3% | 
2.7% | 
.0.1% 
0.1% 
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Three new, objective studies reveal... 


Look is No.2 
in reaching retailers 


, a No.2 behind the food counter! 


In a study of weekly magazine readership conducted in Lancaster, Pa., by 


a 

vy 

\. 

uj Oj 
O 
Q 


ae Ze wae as Crossley, Inc., 75% of all retail food store owners and sales personnel were 

C Up V/ interviewed. Score: Life read by 32.2%; LOOK, 17.6%; Post, 13.4%; 
g : 7 —— Collier’s, 8.6%. 

( ——— — Look makes your dollars work harder 


on both sides of the retail counter. 


No. 2 in automotive outlets! 


In a study of weekly magazine readership conducted in Riverside, Calif., 

by Crossley, Inc., 73% of all retail automotive executives and sales personnel 

were interviewed. Score: Life read by 31.1%; LOOK, 22.3%; Post, 19.2%; 
Collier’s, 11.0%. 

Look makes your dollars work harder 

on both sides of the retail counter. 


No.2 in men’s wear stores! 


In a study of weekly magazine readership conducted in Lincoln, Neb., by 
Crossley, Inc., 71% of all retail men’s wear executives and sales personnel 
were interviewed. Score: Life read by 36.0%; LOOK, 22.9%; Post, 21.8%; 
Collier’s, 14.5%. 


Look makes your dollars work harder 
on both sides of the retail counter. 


‘thew studies of retailer readership were undertaken by LOOK to provide facts 
hitherto unavailable to advertisers and their agencies. Interviewing and field work 
were done by Crossley, Inc., with the identical interviewing technique and 
questionnaire used in the national continuing audience study. 


The three cities used had to meet two basic requirements before they were chosen as 
representative: (1) A sufficient number of people had to be engaged in the retail 
operation studied; (2) Local circulations of all four magazines had to be 
comparable to their national circulations. 


For complete details on any or all of these studies, write LOOK, 511 Fifth Avenue, 
New York 17, N. Y., or call your LOOK representative. 


Look makes your dollars work harder 
on both sides of the retail counter 


Collier's 
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Toronto Adclub Moves 


St., West. 


The Advertising & Sales Club of 
Toronto has moved to 113% King 


ADS PULL 


sales promotion job. Write 
for FREE proofs No. 208 


EVE*CATCHERS, inc., 10 E. 38 St., N. Y. C. 


Tracy Promotes Solof 


Harold H. Solof, formerly sales 
manager, national accounts divi- 
sion, Tracy Mfg. Co., Pittsburgh, 
has been promoted to general sales 
manager in charge of the national 
program for Tracy customized 
kitchens. 


Brad-Wright-Smith Moves 

Brad-Wright-Smith Advertising, 
Cleveland, has moved its offices 
to 305, 1900 Euclid building, Cleve- 
land. 
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Stewart,Dougall survey reveals why you'll 


find Elks big game if you're aiming at in- 


creased sales to males. 


Elks rate unusually high as men with a 
yen for recreation. 59% fish... 45.1% 
hunt ...31.5% golf ...31.7% bowl... 
and 19.3% are photography fans. 


##=e= 


Elks are financially able and stable, too 
... their median annual combined fam- 
ily income is a substantial $5,472.33 — 
twice the national average. And when 
you consider there are 950,000 Elks in this 
selective, receptive market, you'll want to 


center your advertising sights on The Elks 


YOU'LL SELL IT, IF YOU TELL IT in 


NEW YORK * CHICAGO »* DETROIT * LOS ANGELES 


Fog Across Border: 
Canadian and U.S. 
Leaders Confused 


New Yorx—Although Canada 
and the United States have been 
next-door neighbors for quite 
some time, and market-wise each 
has become important to the other, 
many of 625 leading business men 
of both countries who have re- 
plied to a survey for Time Inter- 
national show “little idea of what 
goes on over their border,” re- 
ported James L. Tyson, research 
director. 

The two surveys of “American 
Businessmen’s Impressions of Can- 
ada” and “Canadian Business- 
men’s Impressions of the United 
States” were made in cooperation 
with Spitzer & Mills and O’Brien 
Advertising, agencies of Vancou- 
ver, B. C. Findings were tabulated 
by Penn McLeod & Associates, 
Vancouver research firm. 

Forty per cent of United States 
business men, it was shown, do 
not realize that the two countries 
have the gréatest mutual trade o 
any .two countries in the word 
They were inclined to underesii- 
mate Canada’s population (13,- 
300,000) as well as the amount 
($152,000,000) spent annually 
by Canadian visitors to the United 
States. Nearly three-fourths un- 
derestimated the total United 
States investment in Canada ($5 
billion). 

Although Canadian business men 
generally appeared more familiar 
with the United States, only 9% 
guessed correctly that 54% of 
Canada’s exports in the United 
States went to this country. One- 
fifth of them thought that Eng- 
land, rather than the United States, 
has the largest private investment 
in Canada. 

Only 62.1% of the United States 
executives correctly guessed Louis 
S. St. Laurent as prime minister 
of Canada, while 78.4% of the 
Canadians were right in guessing 
Dean G. Acheson as U. S. Sec- 
retary of State. 


Ed Roberts Forms 
TV-Programs, Inc. 


Ed Roberts, secretary of Roberts, 
Cushman & Co., New York, has 
formed TV-Programs, Inc., in 
addition to his other duties. The 
new company will act as sales 
representative for producers of 
video shows. Headquarters are in 
the Empire State building. 

In addition to Mr. Roberts, who 
is president, officers are: J. Wil- 
frid Gagen, president of Campus 
Advertising, New York, and Philip 
Tantillo, technical director of re- 
mote operations, DuMont Televi- 
sion Network, vice-presidents; 
William Mills III, treasurer, and 
Thomas Ford, New York lawyer, 
secretary. 


Hennessy Opens PR Office 


Duane “Spike” Hennessy, for- 
merly Associated Press  corres- 
pondent in Tokyo, has opened his 
own public relations office in Port- 
land, Ore. He is working with the 
George McMurphey Advertising 
Agency on publicity for the State 
Traffic Safety campaign and has 
been named to handle the Arabian 
Horse Society show in Portland. 


Admen Elect Harry Wilson 


Harry Wilson, of Wilson Adver- 
tising, St. Paul, has been elected 
president of the Northwest Council 
of Advertising Agencies. Others 
include: Donald Johnson, Addison 
Lewis & Associates, vice-president; 
Eugene H. Gould, Foulke Agency, 
Inc., secretary, and Lloyd Nelson, 
Nelson-Willis, Inc., treasurer. 


Plee-Zing Elects Watt 


George B. Watt, vice-president 
and a member of the board, has 
been elected president of Plee- 
Zing, Inc., Evanston, Ill., national 
distributor of Plee-Zing food and 
household products. He succeeds 
the late William L. Stickney. Mr. 
Watt joined the organization in 
1944 as sales manager. 


Winning pitcher of Ted Bates & Co.’s softball team, which has been 
crowned 1949 champion of the New York Publishers- Advertising Soft- 
ball League, is John F. Sharkey Jr. Manager of the victors is Matthew 
Mahon. Other members of the winning Ted Bates team included William 
F. Murray Jr., Louis Tomasulo, Charles J. Schiller, Richard W. Leonard, 
Thomas Wall, John Roes, Jay Schoenfeld, Martin Quinn, James Balitsos 
and Jack Martin. William J. Kecker and Charles Brindise were 
coaches. . . 

James D. Shouse, president of Crosley Broadcasting Corp., has been 
reelected chairman of the board of the Foreign Policy Association, 
Cincinnati. Carl D. Groat, v.p. and editor of the Cincinnati Post, was 
elected a vice-president. . . New president of the Hartford, Conn., 


Chamber of Commerce is Paul Morency, v.p. and gen’l mgr. of Station 
WTIC. He’s the first representative of the radio industry ever elected 
to the office in Hartford. . . 


85th BIRTHDAY—Frank Hatch (left), vice-president and head of Batten, Barton, Dur- 

stine & Osborn’s Boston office, hears how it feels to be 85 from William H. Carter, 

president of William Carter Co., his client. Mr. Carter was feted at a birthday party 
on June 15, attended by 40 company executives, associates and friends. 


New York admen are cooling off by thinking hard about their 
adclub’s annual Christmas party, which is set for Dec. 13 at the Hotel 
Astor. Frank M. Head, v.p. and general merchandise manager of United 
Cigar Stores-Whelan Corp., chairman of the event, and his committee 
claim to be enjoying their search for prizes and gifts. .. W. MacFarland 
Beresford, v.p. of James Gray, Inc., New York printer and lithographer, 
was installed July 5 as the 21st president of the Lions Club of New 
York... 

For the fifth year, Harold M. Mattram has been appointed chairman 
of the advertising committee of the distribution committee, Oil-Heat 
Institute of America. He’s executive secretary of the Wisconsin Oil-Heat 
Association. . . The Canton, O., Adclub has, for its new president, Robert 
C. Fehlman, manager of Station WHBC. . . 

Patricia Randolph, of Adrian Bauer Advertising Agency, has been 
named editor of the monthly publication of the Television Association 
of Philadelphia. . . James J. Nance, president of Hotpoint, Inc., Chicago, 
received the honorary degree of doctor of laws at the 100th commence- 
ment ceremony at Lawrence College, Appleton, Wis. . . 


INS AND OUTS—Gathered for a confab are the incoming and outgoing presidents 

of Los Angeles advertising clubs. At the left is T. L. Stromberger, West-Marquis, 

outgoing prexy of the Advertising Club of Los Angeles; Richard Russell, Los An- 

geles Independent, is president-elect. Beatrice Kentz, Batten,” Barton, Durstine & 

Osborn, is newly elected president of the Los Angeles Advertising Women’s Club, suc- 
ceeding Mary Elizabeth At Lee, of Desmond’s. 


New York agencyman James D. Webb (Young & Rubicam v.p.) has 
been elected a v.p. of the Greenwich, Conn., Chamber of Commerce. . . 
Max Savitt, v.p. of WCCC, Hartford, was married June 26 to Ruth 
Michelson, traffic mgr. of WMGM, New York. A guest at Mr. Savitt’s 
bachelor dinner was Bert Lebhar of WMGM, a classmate at Cornell. . . 

Diamond Match Co.’s chairman, Howard F. Holman, was given a 
gold cigaret case pre-autographed by guests at a dinner in his honor, 
celebrating his 50th year with the company. . . The railroad story 
called “Cromartie’s Ride,” in the July issue of Esquire, was written 
by Robert J. Misch, vice-president of Al Paul Lefton Co., New York... 
Paul Gilmore Williams Jr.. of N. W. Ayer & Son, Philadelphia, was 
married on June 25 to Dorothy Embree Scott, of Short Hills, N. J. . . 
June 25 also was the wedding day of Barbara June Abt, whose father, 
Henry Abt, is president of the Brand Names Foundation. She married 
William Hickling of South Euclid, O. . . 

Bill Tuttle, v.p. in charge of radio and television at Ruthrauff & 
Ryan, and his wife, Alice Frost, star of the “Mr. and Mrs. North” 
program, left New York June 29 for a month’s holiday in Europe. . . 
Roy Sper, Sports Afield promotion manager, was known as Acting 
Captain Sper when he took the helm on a recent South American 
cruise on the SS Alcoa Pointer. . . 
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my 
Nobody ever sold. 


a dime’s worth of anything to a statistic! 


If it’s circulation statistics you want, we can give 
you the greatest yakety-yak you ever heard on rising 
newsstand sales and all-time high circulation! 

But if it’s customers you want, sit down and relax 
for a minute. That’s something we can discuss in 
low, well-modulated tones. When a man has the 
facts, he doesn’t have to yell! 

For instance, a direct mail advertiser selling a 
fairly high-priced unit, allowed himself $20 per 
unit for advertising. Careful study of magazines 
whose readers had the money to buy this prod- 
uct, was carried on for several years. This finally 


brought the cost of advertising down to $14: per unit. 

Then one day, the agency completed its study of 
REDBOOK, and they gave it a try. Using the same 
copy all the others had run, the inquiries were ex- 
cellent. Then they had to wait for actual sales. When 
the smoke had cleared away, the cost had been 
reduced to $8 per unit. They've been using REDBOOK 
regularly ever since. 

Maybe you, too, would like to tell your story 
to active people instead of to circulation statistics. 
As we just remarked, nobody ever sold a dime’s 
worth of anything to a statistic. 


DEUOK 


Meeall Corporation 
444. Madison Avenue. New York 22. New York 
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Code to Curb 
Door-to-Door 


Rackets Planned 


New YorK—A special committee 
of the National Association of Di- 
rect Selling Companies, in coop- 
eration with the Association of 
Better Business Bureaus, is now 
working on the preparation of a 
code or set of standards to combat 
deceptive practices in door-to-door 
and other forms of direct selling. 
W. E. Campbell, vice-president of 
Fuller Brush Co., Hartford, is 
chairman of the direct selling 
group’s special committee. P 

While the code is expected to be 
comprehensive, it is said, a por- 
tion will deal with specific bans 
on the variety of “rackets” that 
recently have sprung up in door- 
to-door selling. One of the most 
difficult of these is the so-called 
marketing survey, or opinion poll 
technique, as a “door-opener.” 

Victims are told they can obtain 
kitchen utensil sets, encyclopedias 
and similar items, usually priced 
about $100, at “bargain” savings 
in return for supplying informa- 


ake. the 


MARSH BRISTOL BOARD 
Has unique in-between surface 
that is neither kid nor smooth, 
but is jast right for pen and ink 
and particularly lettering. 

Size: 22” x 30”... ’ oly only 
per , .$ 45 
dozen . 
pkg. of 50 , 18.75 

(Minimum mail order 1 doz. 

sheets). 


PRESTO-TYPE 

To “Set” your own type bead- 
ings. Each transparent plastic 
sheet has several complete alpha- 
bets in black and white. Place 
self-adhering letters directly on 


artwork for perfect reproduction 
copy for offset, multilith and 
letterpress. 


Only 75¢ per sheet 
Send for complete chart of types 
available. 


E-Z FRISKET 

An adhesive coated frisket pai 
prepared for immediate use. Just 
strip off procective backing sheet. 


No mess . . . no rubber cement 
.. . MO waiting. 

Desk Roll, 24"x Syds. $ 3.00 
Jumbo Roll; 24"x20 Yds. 10.00 
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4 Send me somples of: . “ ! 
Superior Illustration Boo 

1 5 Marsh Bristol (0 E-Z Frisket \ 
1 0 Layout Pods (0 Presto-Type Chort i 
| (C0 Send catalog of Advertising Art Materials 

1 

f NAME.........- ! 
1 COMPANY... 
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4 MY LOCAL DEALER IS .........- A J 


Lee eS Se 
Visit America’s Largest 

Art Supply Center 

“THE DEPARTMENT STORE — 
OF ART MATERIALS” 


ARTHUR BROWN & BRO. Inc. 
2 West 46th St. New York 19.N. Y 


tion for the survey. 

The survey approach, according 
to Kenneth B. Wilson, operating 
manager of National Better Busi- 
ness Bureau here, has been re- 
placed in this area largely by the 
“box-top” approach. This consists 
in the false use of a large com- 
pany’s name. It capitalizes on pop- 
ularity of current premium offers 
by large companies, and deceives 
victims into believing that articles 
are obtainable at bargain savings 
if weekly payments are accom- 
panied by a quota of box-tops. 


If feasible, it is expected that 
the new code will provide a kind 
of control system similar to the 
Central Registry established for 
regulation of magazine subscrip- 
tion solicitors by the National As- 
sociation of Magazine Publishers. 
Under this plan, member subscrip- 
tion agencies are required to be 
bonded by the Central Registry 
set up by the publishers’ group and 
to work under special articles of 
agreement. 


a J. Raymond Tiffany, general 


counsel of the Book Manufacturers 
Institute, said last week that the 
nation’s publishers of subscription 
books will be invited to meet and 
act upon proposals that have been 
laid before the Association of Bet- 
ter Business Bureaus to protect the 
industry and the public from 
fraudulent salesmen who swindle 
both. 

He said publishers will be asked 
to consider formation of a national 
trade association, adoption of a 
code of sales ethics, and creation 
of a Central Registry plan for ac- 
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credited salesmen, and coopera 
tion with Better Business Bureau 
to enforce the code. 


Gossage Joins Stuart 


Howard Gossage, formerly pro. 
motion manager of Station KLX 
Oakland, Cal., has joined the cop; 
staff of Charles R. Stuart Adver. 
tising Agency, San Francisco. 


Boone Advertising Moves 


Robert W. Boone Advertising 
Los Angeles, has moved to 223: 
S. LaBrea Ave., Los Angeles 16. 
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Quaker Maid Mills to Gotham 


Quaker Maid Mills, Philadelphia, 
manufacturer of cotton rugs, has 
appointed Gotham Advertising Co., 
New York, as its agency. Trade 
and consumer magazines will be 


Cushman’'s Buys Spots 
Cushman’s Sons, Inc., New York, 
bakery chain, launched a_ spot 
campaign July 5 on WABD, New 
York, DuMont television station. 
The company purchased five one- 
minute announcements, Mondays 
through Fridays, for 52 weeks. 


The bakery has 51 different 25- 
second weather reports plus 35 
seconds of commercial for bakery 
products and ice cream. Samuel 
Croot Advertising, New York, is 
the agency. 


Temple Succeeds Vess 


Carl H. Vess, vice-president and 
sales manager of the housewares 
and dairy utensils division, Gue- 
der, Paeschke & Frey Co., Mil- 
waukee, has retired after almost 
41 years with the company. Jack 
C. Temple, with the concern since 
1937, succeeds Mr. Vess. 


Economy’s the Rule 
in Spot Time Buying, 
Handbook Points Out 


Cuicaco—Advertisers and agen- 
cies, in comparing radio stations, 
“are looking for means of selling 
their products most economically 
—and that’s all,’ Standard Rate 
& Data Service emphasizes in a 
newly-published “Spot Radio Pro- 
motion Handbook.” 

The 64-page handbook, which 


sells at $1 a copy, points out that 
the most successful spot radio pro- 
motion and selling are based on 
giving major thought to the ad- 
vertiser’s product or problem, 
since that is his major concern, 
too. 

The handbook reports and in- 
terprets spot time buying habits, 
practices, procedures and prob- 
lems, as disclosed by depth in- 
terviews with advertising and 
sales executives, agency heads, ac- 
count executives, media directors 
and time buyers. It also discusses 


SLOWLY BUT SURELY, buyers are regaining com- 
mand in the nation’s marketplaces. 


Moreover, after eight long years of taking 
what they could get—without regard for 
quality or price—they’re now in a ‘“‘show 
me’’ mood. 


Ard to meet that challenge swiftly, surely 
and substantially, you can move into the 
world’s largest showroom-for-advertisers— 
the Metropolitan Group of Sunday Picture 
Magazines. 


Let’s spell it out. 


LARGER BY FAR than any syndicated Sunday 
supplement or national magazine, the Metro 
showroom is owned and operated by a net- 
work of the nation’s strongest newspapers. 
Locally, they’re tops with merchants. 


Studded with color and jam-packed with pic- 
tures, each Metro Sunday Magazine is locally 
edited. Each is built for and about its own 
particular audience. No two Magazines are 
alike—no more alike than any two sections 
of our multi-section nation. 


AND WITH THEIR TOTAL dissimilarity goes the 
pay-off sought by every advertiser—more 
readers per $ invested. For, excepting Sunday 
Comics, these locally-slanted Metro Sunday 
Magazines are producing for advertisers more 
thorough readers per dollar than any leading 
nationally edited medium in print. 


Nor is that all. 


YOU NEED more than top readership, alone, to 


the World’ Largest Showroom! 


stage a marketing coup—or come-back. You 
need millions of people reading and reacting to 
your sales messages in major markets, coast 
to coast. 


You need people of both sexes and all ages; 
people in every economic, social and political 
group. Yes, millions of people living and buy- 
ing in America’s congested areas—where ad- 
vertising and selling pay off best. 


THAT KIND OF IMPACT is yours to make the most 
of—in Metropolitan Group. In fact, this net- 
work of Sunday Picture Magazines will expose 
your selling efforts to 38,000,000 readers* in 
15,000,000 families across the land. 


To be precise: you'll reach 5,800,000 of the 
7,600,000 families residing in the nation’s 18 
cities of a half-million or more You'll get 50°; 
or better coverage in 560 principal cities— plus 
5,500,000 circulation in other prosperous cities 
and small-town America. 


AND THE COST? Metro Colorgravure costs $2.80 
per thousand. Color in the four leading week- 
lies and four women’s magazines ranges from 
$3.21 to $5.30 per thousand. And Metro mono- 
tone rates are even more attractive! 


It all adds up to this—-whether you're plug- 
ging motor cars, ready-to-wear, television 
receivers, travel to romantic places, or rapid 
turn-over products... here’s the showroom- 
for-advertisers that offers everything. 


Ask the nearest Metro office for additional 
facts and figures. 


AN ASSURED NATIONAL AUDIENCE FOR NATIONAL ADVERTISERS. 


SAN FRANCISCO 


155 Montgomery St. — GArfield 1-7946 


set 
sy BN and SOY 


yost — ins 


LOS ANGELES 


448 South Hill St. — MIchigan 0578 


(*) All ages, all incomes, both sexes. 
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the interests of the various par- 
ticipants in radio station selection 
and spot time buying; reports 
what company executives want to 
know about the stations they are 
considering, and investigates the 
sources they rely upon for buying 
information. 


Samuels Heads WFDR Sales 


Hartley L. Samuels, former ex- 
ecutive in charge of Lancer Pro- 
ductions, New York, has been ap- 
pointed director of sales of WFDR, 
New York, FM station sponsored 
by International Ladies’ Garment 
Workers’ Union. Mr. Samuels 
was previously director of public 
relations for LaRoche & Ellis, New 
York, and director of program pro- 
motion at National Broadcasting 
Co. 


Marlin Names Duane Jones 


Marlin Firearms Co., New 
Haven, has appointed Duane Jones 
Co., New York, to handle the ad- 
vertising of the Marlin razor blade 
division. Craven & Hedrick, New 
York, formerly had the account. 


Chicago Artists Guild 


GOLT § 


tournament 


Nordic Hills Country Club 
Starting at 8:00 a.m. sharp 


(members and guests) 


JULY J 
l6th § 


Courtesy: LAURENCE, INC. 
CHICAGO + PHOTO-ENGRAVERS 
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WMGMs Features 
M-G-M Properties 


in 8 New Programs 


New York—Station WMGM will 
offer eight series of transcribed 
programs featuring Metro-Gold- 
wyn-Mayer stars and properties 
for local radio sponsorship in the 
United States and Canada start- 
ing Sept. 1. The programs will 
be heard exclusively in New York 
on WMGM. - 

They include: “Good News from 
Hollywood,” starring George Mur- 
phy; “At Home with Lionel Barry- 
more”; “Crime Does Not Pay,” ra- 
dio adaptations based on the acad- 
emy award-winning M-G-M two- 
reelers; “Hollywood, U.S. A.,” fea- 
turing interviews with Hollywood 


personalities; “M-G-M Theater of’ 


the Air,” radio adaptations of 
M-G-M picture successes. 

Also: “Maisie,” radio adaptations 
of the “Maisie” movies; “The Ad- 
ventures of Dr. Kildare,” which 
will feature Lew Ayres, and 


Newsday is the only newspaper keeping 
ahead of the growth and development of 
the Real Long Island. In the three year 
period—March, 1946 to March, 1949 — 
Newsday circulation jumped from 54,590 
to 101,804, a gain of 86.5% ... but... 
during the same period the second paper, 
the Review-Stor dropped from 41,929 to 
32,227, a loss of 23.1%. 

Alicia Petterson, Editor ond Publisher 

Executive Offices, Gorden City,  1.. N.Y. 
Represented by Kelly-Smith Company 


“Judge Hardy’s. Family,” with 
Lewis Stone. 

Raymond Katz, WMGM program 
director, is in charge of all pro- 


duction of the radio attractions. 


Breck Plans Fall Campaign 


John H. Breck Co., manufac- 
turing chemist, Springfield, Mass., 
will promote its Breck shampoos 
this fall with ads in Ladies’ Home 
Journal, Seventeen, True Story 
and Vogue, plus car cards in major 
markets. 


Walsh Buys French Agency, 
Two Accounts Are Added 


Walsh Advertising, Inc., has pur- 
chased French Advertising Ser- 
vices Ltd., formerly the Montreal 
branch of Stewart, Lovick & Mac- 
Pherson. Yves G. Bourassa, mana- 
ging director of French Advertis- 
ing, has joined Walsh as director 
and head of the French depart- 
ment. 

Welfare Federation of Montreal 
has named the Walsh agency to di- 
rect its 1949 newspaper campaign, 
and the Reprint Society of Canada 


also has appointed the agency to 
direct its promotion, using metro- 
politan dailies, direct mail and 
point-of-sale material. 


Names Lawrence Esmond 


R. Kolodney & Co., maker of 
Betty Hartford dresses, Hartford, 
Conn., has appointed Lawrence 
Esmond Advertising Corp., New 
York, to handle its account. News- 
paper magazine sections, direct 
mail, fashion publications and 
television spots will be used. 
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Mengel Promotes Morrow 


Charles G. Morrow, assistant ad- 
vertising and sales promotion man- 
ager, has been promoted to adver- 
tising and sales promotion mana- 
ger of Mengel Co., Louisville. He 
succeeds Lauren K. Hagaman, whc 
nas resigned. 


To Ellis Advertising 


Camp Tirnarog, summer camp 
for boys and girls, has named El- 
lis Advertising Co., Buffalo, to 
handle its advertising. 


Largest Rural Publisher in America 
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*hromcraft Appoints Stone 


Andrew L. Stone, formerly vice- 
president of Reeves-Ely Labora- 
ories, New York, and vice-presi- 
ient of Radiron Corp., Mansfield, 
)., has been named executive sales 
nanager of the Chromcraft di- 
vision of American Fixture & Mfg. 
2o., St. Louis. 


Pontiac Appoints Cartledge 

Joseph E. Cartledge has been ap- 
pointed general sales manager of 
Pontiac Outdoor Advertising Co., 
Detroit. 


Dealers Advertise 
Arrow Shirt Sale 


New YorK—Retailers across the 
country last week rushed into 
print with an Arrow shirt sale, 
“the first in Arrow history.” 

Fancy and sport shirts were 
marked down about 50%, with 
corresponding reductions on Ar- 
row ties, by Arrow’s 8,000 U. S. 
dealers. 

Cluett, Peabody & Co.’s adver- 


tising manager, G. A. Phillips, 
told AA that the sale is the first 
in which retailers have been per- 
mitted to use the Arrow name. 
Retailers have previously sold 
Arrow items in January and July 
sales, but have not been allowed 
to advertise them, nor to promote 
them within the store. The sale will 
run through July, Mr. Phillips 
said, and the company will not 
use advertising to promote it. 
He attributed the reason for the 
sale to “our being overproduced 


on some items,” and pointed out 
that no staple items were included 
in the sale. 


ws Cluett, Peabody is also clearing 
the decks for fall. Its new line will 
include many solid pastel shades, 
and in November the company will 
launch a special promotion called 
“Early American,” in which it 
will introduce shirts with hobnail, 
candlewick cord, and windowpane 
check designs, imprinted lightly 
on pastel. 


That’s right! No other publisher has so much 
rural circulation ...so many rural publica- 


tions... so large a staff of farm and rural 


editors. 
And this leadership in 
dates clear back to 1849! 
Note that word 


magazines—two nationals, a weekly and 
five state farm papers—nof one is the by- 
product of big-city publishing. 

Thus the largest staff in the field can con- 
centrate on one job alone—knowing more in- 
timately than any other publisher the inter- 
ests and the wants of rural America. 

Thisis the organization behind CAPPER’S 


FARMER! 


“rural.” Of all Capper 


rural publishing 


3. 
4. 
5. 


7. 
8. 


1. Largest rural publisher 


in America. 


the world. 
Best coverage buy. 
Quality circulation. 


circulation. 


material. 
Reader confidence. 


content. 


Market dominated 
by farmers. 


 CAPPER’S FARMER’S BIG TEN 


Richest farm market in 


No mass small-town 


Farm-tested editorial 


Merchandised editorial 


Most quoted farm magazine. 


only Cappers Farmer 


Topeka, Kansas 


33 


The company dates back nearly 
100 years, and will celebrate its 
centennial in 1951. Its Arrow 
brand was first used in 1885. Al- 
though the company has made 
shirts since its founding, it rose 
to fame on the detachable collar, 
and the illustrations of clean-cut 
young men wearing Arrow collars 
put a new adjective into the lan- 
guage. 


Art Exhibit Scheduled 


The San Francisco Museum of 
Art’s second annual exhibition of 
advertising art will be held Nov. 
14-Dec. 4. James Ruttencutter, art 
director of Wank & Wank, San 
Francisco agency, has been ap- 
pointed head of the committee in 
charge of the exhibit. The Art 
Directors Club of San Francisco 
and the artists group of the San 
Francisco Advertising Club co- 
sponsor the event. 


Appoints Silton Brothers 

Guild Northland Mills, Inc., La- 
conia, N. H., has retained Silton 
Brothers, Inc., Boston, as advertis- 
ing counsel. 


© Copy and research alone 
cannot indicate the pulling 
power of a campaign. With 
all due credit to the best 
conceived plan, it pays to 


be skeptical ...to TEST... 
rejecting the weak appeals 
. . . adding to the strong 
ones. 


TEST IT fred IN 


ROANOKE 


An ideal test market 


Results are dependable in Roa- 
noke—a self contained 17 county 
market of more than 450,000 
diversified population. Roanoke is 
isolated from other markets by 
natural mountain barriers. It is 
completely dominated by the 
Roanoke newspapers, which have 
virtually no outside competition 
to distort the sales analysis of 
your test. 


Write for the booklet 
“Test Markets — How to 
Identify Them” to Saw- 
yer, Ferguson, Walker 
Co., 60 East 42nd Street, 
New York 17, N.Y 


ROANOKE 


TIMES AND WORLD. ~NEW 


ROANOKE Sze are Ps 


—_—_—_—_—)\l ns... 
WYER + FERGUSON + WALKER 
National Represe atatives 


’ ai My . ow : : os cape? « “ ; tee ee els Waid at Ae yee Be : . ao 0 = ee Bg ee Oe me ee 
el cb Be : ‘ : Sn Sag le ge : ie eo Pace oe & ane we a lig: Nas _ pee en ke eee Sy ie ae gph Ee 
iia. ee ee Se ee ee Silla ne se ale emaea ert a i en ae Perec at: Ae 4 ea he alae i Be ah 
pon. ou * a Sacig sis enti ia a oa - REE 8 oa en laa le ce UE eg ge ny ae ee, 
ee ee” ath al pe ea ey Fe eee iy eT crate? Pea etae yr ieee a 7 eee ae i ey ca TR I ee te pe ke iy. | ae eer 
peg he or ~ Fe eo aS. Bh : es ale“ Wee aor OER gee ceene ae ~ oe ame, —~ ew er ee oii lol ie. a _ es ae ea OES SY, SS SRR) oe ig oe 
2 p Die 
— 
| 
0 ee — _ a 
| | 
— 
=e aber an Par ay ‘ ; F Sepia iage . 
= aa rae #5, “8 +~ = 
ao ; hee aoe : ; Seater a Ae 
Re. ; . ate thas) S aa 
a ie Ce ee Sy 
2 ‘ SF ee 
Be ee. . i4 $ § > de : 
oe " it ne a 7¢ PAYS KNOW 
- ae here Near eee Z > Sg ae 
a coke ; mae ie . FSV Sh 
cites es ee ay Spee ae ae "© 
y es. ie a3 pes earn af ~ ee 
{oe j 2 Aw 4c VES 
oe | Nog aan 
x ' : ap LS i ae 
ae he om, me Than CS ae 
“ik k 3 aa tied 2 4 or. = Seer ‘ 
a 4 >, ear 
ty es a 
| ¥ Eee roe 
a 
PS 
‘ SR 2 oe la 
| yates ee 
| SS fae 
a “ = "| 
: open br 
. a. 
7 ‘25. =< 7 
| ee are > “4 . Meshes 
2, Sas | Vy | 
x ra 
a OP rs “a 
” Ae ieee d 
r bebe A 
ee eyiits ~ 
BAS ete a 
Re ae ear oe sf 
7 Y ~~ A - 
Ed ream , ' 
> tue ¢ + <4" 4 
ee Sota a>) > : 
Soa ROA er n 
<¢" 6 ee ~ ye 
Se tore ate | 
ht ges 
aes s-2- > i 
as See 7 
, 
; ee 
| 10. | 
—— — _ — —— ; 
a 
7 
ta 
re Tésr 
Maney 
J ~so, : 
a. : 
. - + - 
*Oanou; : 
¥ 
| | a 
| 
bys eS 
“a 
=e r ; ‘ ee 
yr j . : : See 
hp Se ee ee a finch a er ets ? “ei We AE et ted ‘s ENG oe pds! rea Ae eae cn al teh ie ieee # Kis Se ehae egts . ide etea Fe Se & a fo fs ee : SFY Oe Ra eS ent as oe ae ae rs pee net ‘ . 


Along the Media Path 


@ The Omaha World-Herald pub- 
lished an impressive “Nebraska 
Progress” edition of 184 pages 
June 26, one of the largest Sunday 
papers it has issued. Four special 
sections, totaling 72 pages, carried 
stories and pictures demonstrating 
the state’s industrial, business, ag- 
ricultural, educational and recre- 
ational progress. Color photographs 
of Nebraska scénes were used for 
three of the front pages. 

The big edition, of which the 
World-Herald has a limited sup- 
ply for interested manufacturers 
and agencies, was turned out gn 
the first anniversary of its oc- 
cupancy of a new building. In that 
year, a battery of three modern 
presses has turned out more than 
86,000,000 papers. 


@ Business apparently is receding 
gradually and moderately from its 
peak and “one industry after an- 
other has found or is finding its 
normal postwar level,” Dun’s Re- 
view concludes in a recent supple- 
ment outlining the “compass 
: points” of business and announcing 
. a series of articles which will cover 
Ss individual industries in forthcom- 
= ing issues of the Review. 


e “It’s Our 25th Birthday—Best 
Wishes to You” is the way the New 
York Mirror headlined the lead 
story June 24 describing the pro- 
gram for a two-day celebration 
marking its silver anniversary. 
The big party included city hall 
ceremonies at which Publisher 
Charles B. McCabe received a spe- 
cial scroll for the tabloid’s public 
service record, and a video show 
over WNBT and the NBC network. 

The Mirror recounted how it has 
grown to become the second big- 
gest daily in the U. S., with a cir- 
culation of more than 1,000,000 
daily and over 2,150,000 Sunday. 
William Crompton, ad salesman 
who closed the first contract for 
the new paper, is still with the 
Mirror—and so is his first cus- 
tomer. During May the “25 years 
young” paper carried the greatest 
volume of advertising in its his- 
tory. 


e The weather may be mighty 
hot, but now’s the time to plan 
for Christmas orders, Post Ezx- 


A Reach more 0 of 


14,133 superintendents 


58,156 principals 
210,778 high school teachers \ 
\ 409,790 grade teachers 
7,752 board members 
. 14,713 college and 
BS « university people 
er 
Write Georgia C. Rawson, Mau- 
ager, for the complete story of 
more complete coverage, more in- 
tensive readership in America’s 
most influential market. 


44 MAGAZINES 786,000 SUBSCRIBERS 


STATE TEACHERS 


— MAGAZINES 


307 N. MICHIGAN AVE., CHICAGO 1, ILL. 


change & Ships Service, New York, 
reminded merchandisers recently 
with a “Merry Christmas” letter 
pointing up the _ sales-slanted 
Christmas editions it plans for 
August, September and October, 
when PX and ship’s service of- 
ficers will be ordering for the gift- 
giving event. The mailing piece is 
done in Christmas red and green, 
with a Santa Claus illustration on 
both letter and envelope. 


@ In an eight-page folder, “Pack- 
aged Action,” Woman’s Home 
Companion reports how its club 
program service has snowballed 
since 1948, first full year of the 
promotion. The service, publicized 
through a box at the end of each 
public service article in the Com- 
panion, and via announcements in 
the magazine’s full-page newspa- 


per ads, now is used by 4,359 wo- 
men’s clubs. In addition, 153 high 
schools have asked for the package 
service, which includes speeches 
for monthly meetings, ideas for 


‘/the guest speaker, proposals for 


special committees to take com- 
munity action, and publicity aids. 


e The Los Angeles Independent, 
now published in ten community 
editions, has come up with a Facts 
Consolidated survey indicating that 
the Westwood edition is read by 
81% of the 79% of all housewives 
who receive the twice-weekly pa- 
per. That, says Merrill Lord, gen- 
eral manager, gives it a 64% read- 
ership rating. 


e Station KWK and the St. Louis 
Globe-Democrat were joint spon- 
sors when the station’s new stu- 
dios in the Globe-Democrat Tower 
building were dedicated recently. 
More than 1,000 advertiser and 
agency representatives were guests 
at the formal ceremonies, and pub- 


lic tours through the building 


were begun June 27. The Globe- 
Democrat Publishing Co. bought 
an interest in the Mutual outlet 
last April. The company’s FM sta- 
tion, KWGD, started operations 
from the building last December. 


e The New York issue of Holiday, 
minus the advertising, has been 
reprinted by Curtis Publishing Co. 
and will be sold at $1 per copy. 


e The Janesville Gazette has just 
published its 12th annual “Land of 
Blackhawk” resort tabloid, in the 
interest of all resort spots in the 
southern Wisconsin area. Of the 
32,500 total press run of the 48- 
page edition, about 7,000 copies 
will be mailed beyond the daily's 
own circulation area. It not only 
wants to keep more recreational 
dollars at home but to attract more 
vacation trade from the outside 
area. 


@ In a two-month campaign, Sta- 
tion WPJB, the Providence Journal 
Co.’s FM station, will use more 
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than 600 columns of newspaper ad- 
vertising—during an ordinarily 
dull season—to push the advan- 
tages of FM listening and spur set 
sales. The drive also will include 
bus cards, window streamers, 
counter displays and truck posters. 
Pictures of more than 150 distrib- 
utors and dealers are being used 
in the newspaper ads, and a set 
display is maintained in the Jour- 
nal building’s lobby. 


e@ The New York Times has mailed 
to more than 1,600 agency execu- 
tives, leading advertisers and 
newspaper publishers copies of a 
40-page booklet highlighting he 
Times’ expanded, improved plant. 
Its new 1l-story building on W. 
44th St. has been joined to the 
older, but renovated, structure on 
W. 43rd St. Text of the booklet 
explains how each department was 
affected by the expansion program. 


e True, the man’s magazine, re- 
cently launched a series of large- 
space ads in the Chicago Tribune, 


with 


«+ AS 


House Onan... hut whose house? 


“House organ” generally means a bulletin or 
publication issued by a company in the interest of 
(a) its products and sales; or (b) its employees. 


The term “house organ”’ is applied sometimes 


deliberate depreciation to Nation’s 


apropos as an awning on an airplane. 


Nation’s Business is sponsored and published 


Business 


is a house organ.. 


but all business! 


.of American business, Not just 
Big Business of the billion dollar corporations— 


The NB subscription galleys list thousands of 


businesses never heard of nationally, and unknown 


outside their communities, customers and sources 


of supply... 


manufacturers, merchants, producers 


el 


by the United States Chamber of Commerce... Its 
present status as a Chamber of Commerce “Shouse 
organ,”’ special pleader or propagandist, is indicated 
by the fact that only 57,817 copies, or 9.08%, go 
to Chamber members of its 636,736 les | 
circulation (ABC 12/31/48). 


And for every Chamber member x 


i 


subscriber, Nation’s Business has 

eleven non-member subscribers! These 

outsider subscribers, moreover, pay their $15 in 
advance for a three-year subscription— they get 
no premium, publicity or any particular prestige. 
More business men pay more for Nation’s Business 
than for any business magazine published. 


In a broader sense, however, Nation’s Business 


of raw materials or rare commodities, distributors, 
dealers, lawyers, accountants, public officials... 
spread from Kotzebue, Alaska to Key West, Fla., 
from Bangor, Me., to Baja California! 


Tr has 669 subscribers in Wilmington, Del. 
(287 with du Pont) and 246 in Wilmington, N. C., 
1 in Wilmington, IIl., 93 in Wilmington, Calif... 
And its 118 subscribers in General Motors are far 
exceeded by those in General Merchandise . . . It 
sends 20 copies to Chase National Bank, New York, 
and | to the Bank of Chadron, Neb. . . 


section coverage of American business is matched 


. Its cross- 


by no other medium. 


What makes Nation’s Business worth while to 


Lor,” 


aday... 


Many Out,” 


by Jim Bishop. 


“Goon 5e Parkine ATOMIC 
Conn. got it... 
corner.. 
“The Other Guy 
by Phil Gustafson. 


His daughter 


AUTOMOBILES... 
power applications are not around the 
-You’ll want to read “ You'll Never 
Ride Behind an Atom,” byS.Burton Heath. 


Eve ror Exports... Market researcher 
and his wife flew around the world, 32,000 


—- nnn re meee 
ee ee eee eee eee 
Country NEEDS 
and Hartford, 
releasing 2,100 downtown parking spaces 
Lots of ideas in 


Hogs the Road,” 
SamBA Becins at 40... 


. Radioactive 


called him “Slop-Along Casgidy”...gray, miles... and reports on markets ... “Our 
middle-aged, hadn’t danced in 19 years... Foreign Customers,” by Vergil D. Reed. 
but he found it fun ... See, “I Sat Too And a dozen other significant articles 


for business men in July Nation’s Business. 
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Detroit Free Press, New York 
‘imes and Wall Street Journal, 
,ointing up the swift circulation 
rowth in its first five years, with 
no drive for subscriptions, no 
) remiums, no forced circulation of 
ony kind.” Its total reading audi- 
ence, 2,632,000, includes 1,033,000 
women, True says. The publication 
will inaugurate a new merchan- 
cising policy with the October is- 
sue, and promises for December 

merchandising program “that 
will make any value-minded ad- 
vertiser’s eyes pop!” 


Doubles Tourist Promotion 

The state of Minnesota has 
doubled its tourist advertising ap- 
propriation for 1950. It will spend 
more than $50,000 for media space 
next spring through David, Inc., 
St. Paul agency, in an expanded 
list of national magazines and 
some newspapers. 


Bobley Moves Oftice 

Bobley Co., advertising agency, 
has moved to larger quarters at 
9 W. 57th St., New York. 


Stratocoach Planes 
Offer Profits, Says 
Boeing's Collins 


SeEaTTLE—Is low-cost air-coach 
transportation an important new 
source of profitable business for 
airlines? 

Boeing Airplane Co., manufac- 
turer of the new luxury Strato- 
cruiser, ducked that question com- 
pletely last week but came up 
with some pretty cogent argu- 
ments, profit-wise, for coach ser- 
vice. 

The occasion was announcement 
of Boeing’s Stratocoach, a modi- 
fication of the Stratocruiser’s in- 
ternal arrangements so as to in- 
crease seating capacity from 75 for 
first-class travel to 99 or 103 for 
air-coach travel. 

Up to now, airlines have gone 
for the carriage trade, Frederick 
B. Collins, vice-president for sales, 
said. That is because their mar- 
keting philosophy has been pre- 


determined by equipment. Avail- 
able transport planes, he ex- 
plained, have the double disad- 
vantage of high operating cost and 
restricted passenger capacity. So 
airlines have offered extra speed, 
convenience and luxury in first- 
class travel. 


a But Collins compared operation 
of a 75-passenger Stratocruiser at 
first-class fares with a 99-passen- 
ger Stratocoach at tourist fares— 
both planes operating at a passen- 
ger load-factor of 60% and a car- 
go factor of 50%. Under these 
conditions, he said, the Strato- 
cruiser would earn $1,382 on a 
round trip between San Francisco 
and New York at present rates. 
The Stratocoach would earn $2,- 
306 at one proposed coach fare. 

On a yearly basis, five Strato- 
cruisers on the same run would 
show a profit of $1,315,000, while 
five Stratocoaches would show a 
profit of $2,184,000. 

In his announcement, Mr. Collins 
made clear that Boeing was tak- 


ing no part in the airline contro- 
versy over air-coach travel. But 
he indicated that if any airline 
wants fast, economical planes for 
coach service, he’s ready to talk 
business. 

So far, no Stratocoaches have 
been built. 


Kroger Promotes Two 

Kroger Co., Cincinnati, has ap- 
pointed C. E. Armstrong, manager 
of its Dayton, O., branch, as direc- 
tor of dairy merchandising, suc- 
ceeding F. L. Hart, resigned. He 
will make his headquarters in 
Cincinnati. C. O. Talla, Fort 
Wayne, Ind., branch manager, has 
been appointed Detroit branch 
manager. He will be succeeded in 
Fort Wayne by J. D. Wiesen, cen- 
tral division meat merchandiser. 


Names Shrout Associates 

Helmco-Lacy, Inc., Chicago, 
manufacturer of fountain acces- 
sory equipment, has appointed 
Shrout Associates, Chicago, to di- 
rect its advertising and public re- 
lations. Trade publications and di- 
rect mail will be used. 
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so many business men, so widely diversified, in so 
many big cities and small towns?... 

Nation’s Business assumes you know more 
about your business than any magazine’s editors 
possibly could...It offers interpretation and not 
information, significance instead of spot news... 
forecast rather than factual report, the long view 
in preference to the current look. It is more 
concerned with causes than events, conditions than 
consequences. It helps the business man be more 
aware of what may happen and why... to better 


understand the whole picture, to anticipate change 


and plan more intelligently. It does not regard a 


reader only as a business man, but as an individual 


engaged in business...Its contribution is unique 
among magazines, and sufficient to make it the 


best read, most valued of magazines. 


Because Nation’s Business gets attention from 
men who make majority decisions for American 
business...atvertising in Nation’s Business gets 
more than the routine reception...registers more 
effectively with the most prospects. Incidentally, 
it costs quite a bit less! 

Maybe you need to know more about Nation’s 


Business? Call any office... 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 


RS ae A 


IS THE BEST WAY 
TO ILLUSTRATE 


lx: you ever stopped to con- 
sider just what impressions 
your product illustrations make 
upon the advertising readers? Do 
those illustrations give the items 
full visual value? Perhaps you are 
using photographs exclusively, 
when (in some cases at least) 
scratchboard, line or wash draw- 
ings would be much more striking 
and effective. In other cases, the 
situation might be completely 
reversed, 


In addition to fine engraving, we 
are fully staffed to give top quality 
service in photography, art and 
retouching. Long experience en- 
ables us to recommend the best 
type illustrations for products 
involved ,,. and customers really 
appreciate this complete service. 
We will be glad to help you, too, 
Just write, wire or ‘phone... 
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The Journal- American . y Favorite 


of 4 out of 10 families who read a 


metropolitan evening newspaper 


Dorine the “Daily Double” is no mean 

trick! But selecting a newspaper that 
pays off a “Daily Double” every evening 
is a cinch in New York. The Journal- 
American is your only choice. 

Leading the home-going field and out- 
distancing the second evening news- 
paper by virtually two to one, the Journal- 
American parlays your sales messages 


into twice the readership . . . twice the 


NEW YORK ij 


Journal “” 


CAR AMERICAN} CPAPER ~ 


a 


A HEARST NEWSPAPER 


YOUR STORY STRIKES HOME IN THE 


response ... with each unit of advertising. 
“Breezing home” by so wide a margin, 
the Journal-American does a solid selling 
job with over 700,000 New York families 
... because it is read by the entire 
family, carefully, at home, in the evening. 
Let your sales messages ride on the 
one medium that delivers the richest 
returns in sales and profits every evening 


in the world’s wealthiest market. 


NATIONALLY REPRESENTED 8Y HEARST ADVERTISING SERVICE 
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Farm Journal Announces 
New Increased Circulation Base 


Gamble 
Dallas R 


And No Increase In Rates = 


It has been our purpose, constantly, to produce the magazine which 
would attract the largest audience of prosperous farm families the 
country over and to provide national advertisers with the opportunity 
to deliver selling messages to this larger audience of good customers 


and prospects at the lowest possible cost. 


Since the spring of 1946, FARM JOURNAL’Ss advertising rates have 


been based upon a guaranteed net paid circulation of 2,600,000. Pe ty 


Notre Da 
first full b 


In the meantime, rural America has continued to prosper and, paces Soy 


special ev 
Krause, t 


without pressure on our part, so many more families in the better agri- 
cultural counties have purchased subscriptions to FARM JOURNAL that — 


our current net paid circulation is now in excess of 2,760,000! 


We agree with the leaders of business whom we serve that all 
business must look to a larger volume of sales at a lower unit cost if 


business is to prosper. 


Therefore, as the leaders in our field, we make this important 
WEE FOL 
° P . ° ° ‘ big in th 
announcement—effective immediately FARM JOURNAL raises its circula- 14,000 


tion guarantee to 2,700,000 per issue—at no increase in rates! 


We invite all who seek volume sales at a profit to get the facts 


from FARM JOURNAL, the biggest salesman in rural America. 


s3PONSOF! 


PHILADELPHIA 5, PA. 


GRAHAM PATTERSON, President and Batts 
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Advertising Age, July 11, 1919 


GRAPHIC 


MAKES IT OFFICIAL—Charles Dallas Reach (right), receives the key to the Polhemus 


mansion at 69 Washington St., Newark, N. J., from Frederick S. Polhemus, former COUNCIL ADVISERS—Nelson Bond (left), 
owner, and descendant of the family which built the house in 1859. Frederic R. vice-president and advertising director. 
Gamble (center), president of the Four A’s, takes part in the ceremony. Charles of McGraw-Hill Publishing Co., recently 
Dallas Reach Co.’s move to the four-story structure was celebrated at a luncheon for elected chairman of the business paper 


advisory committee of the Advertising 

Council, appears with John J. Whalen 

of Haire Publishing Co., who was chosen 

a vice-chairman. The other vice-chairman 

named was Kingsley Rice, Technical Pub- 
lishing Co., Chicago. 


business and civic leaders June 28. 


SPRINGS’ BEST—Ann Sellers, top, who won as “Miss Springmaid of 1949” is shown 
with five other employes of Springs Mills who will compete for her title in July. 
The winner gets a trip to New York and a wardrobe. 


a — 


SIGNS FOR NOTRE DAME—The Rev. John H. Murphy, C. S. C., vice-president of 
Notre Dame and chairman of the faculty board in charge of athletics, signs for the 
first full home schedule of football games to be televised on a national net. Chevrolet 


Motor division is the sponsor, and DuMont, the network. Seated (left) are C. J. FOR DEALERS—Libertyville Textiles’ new 
French, ad manager of Chevrolet, and (right) Les Arries, director of sports and display for. Tumble-Twist rugs is being 
special events of the DuMont Television Network. Standing (left to right) are Edward offered to dealers at cost. Built to carry 
Krause, the university's director of athletics, and Winslow H. Case, vice-president 4x6 rugs, the unit has a center slot for 

in charge of television for Campbell-Ewald Co., Chevrolet’s agency. proofs of national ads, lighted from 


above by a fluorescent tube. It was fea- 
tured at the midsummer furniture mar- 
ket in Chicago. 


LEGION PRIZE—Stanley C. Schuler, publicity manager of General Electric Co.’s ap- 
pliance and merchandise department; A. J. O'Neill, member of Seagram Distillers’ 
executive committee and former commander of the Seagram Post, and Edith Ramsey, 


: ory ‘home equipment editor of American Home, study a model of the G-E kitchen and 
“Mandel Brothers You've Seen and Admired These laundry to be given away by the distiller at the American Legion’s Philadelphia con- 
Lovely Gitts im Ads... NOW You Can vention Aug. 28-Sept. 1. American Home designed and decorated the kitchen. 


riley These Scnsationg! Springmaid Sport Shirts! 


Eh} 


: ee Tee 


SEE YOUR LOCAL CHEVROLET DEALER 


WEE FOLKS—The size of the driver and his girl make the convertible look mighty 
big in this poster, which Chevrolet division of General Motors Corp. will show on 
14,000 outdoor locations this month. Campbell-Ewald Co. is Chevrolet’s agency. 


REPORTS ON PARIS—Hugh B. Terry (second from right), vice-president and general 
manager of KLZ, with Denver Adclub officers at a meeting at which Mr. Terry re- 
ported on his trip to Paris as American radio representative at Unesco House. Left 
. to right are Kent Thomas, Ist vice-president of the Denver club; Gene McKim, 
SPRINGMAIDS AGAIN—Those lovelies in president; Mr. Terry, and Clair Henderson, 2nd vice-president. 


(PLOGRS TEN AIR COOLLD FLOORS. TEN AIR COOLED FLOORS TEN Atk COOLED FLOORS 


recent Springs Cotton Mills magazine 

ads now adorn sport shirts the company 

makes. Springs Mills suggested the copy 

for this Mandel Bros. page in the Chi- 

cago Sun-Times and paid for the space, 

but the department store used its own 
layout. 


—> 


DOUBLE EDGED—Western Air Lines and 
Stewart-Romero Boot Co. have pooled pro- 
motion in this illuminated glass sign, silk 
screen printed in four colors. When dis- 
tribution plans have been completed, the 


* 


| STEWART- ROME RO Zoors 


display will have been placed in all West- mers WEUT 
3PONSORED—Talking over plans for “The Count of Monte Cristo,” heard Tuesday ern Air Lines and with all Stewart-Romero i real Wester : 
tights on the Don Lee California network, are the producer, Jaime del Valle (left) dealers in the West. Mann Advertising : 

ind Batten, Barton, Durstine & Osborn agency men who signed it for Golden Co., Les Angeles, handles the boot maker's 


State Dairies: Jim Barnes, Andy Neally and Chuck Reed. account. 
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McLaughlin Joins Ellington 


Leonie McLaughlin has joined 
the fashion division of Ellington 
& Co., New York, to handle mer- 
chandising and promotion activi- 
ties. She formerly supervised fash- 
ions for N. W. Ayer & Son in 
Chicago and New York, and before 
that was advertising and promotion 
director for William Winkler Fash- 
ion Fabrics, New York, a division 
of the Blue Ridge Textile Co. 


Names Redfield-Johnstone 


Block Drug Co., Jersey City, 
has appointed Redfield-Johnstone, 
New York, to direct Advertising of 
Stera-Kleen denture cleanser, 
which makes a total of eight Block 
products now handled by this 
agency. 


Legal Aspects 
of Fair Trade 
Told by Digges 


New York—Fair trade, darling 
of the drug and liquor business, 
was getting important support last 
week. 

The Association of National Ad- 
vertisers made public a digest of 
the legal aspects of fair trade by 
its counsel, Isaac W. Digges, in 
which he declared: “Our view is 
that each manufacturer should be 
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left to judge for himself whether 
or not he will put his business 
under fair trade. If after investi- 
gation he decides that this method 
of operation is conducive to better 
efficiency and a greater return, he 
certainly should be permitted to 
avail himself of the protection and 
benefits of fair trade laws.” 

Mr. Digges made the point that 
the laws only permitted the man- 
ufacturer to manipulate his own 
product, and he asked, “Has not 
the owner of this valuable asset— 
his trademark—superior rights to 
those who, for reasons of their 
own, would seek to destroy his 
good will?” 


a The analysis took belated no- 
tice of the April Fortune, Mr. 
Digges expressing surprise that 
opponents of fair trade “should 
successfully proselytize such an 
outstanding friend of business it- 
self as Fortune which in its April, 
1949, issue echoed the basic anti- 
fair trade tenets...that fair trade 
is the cause of promoting higher 


prices and that once a retailer has 
paid for goods delivered to him he 
should be permitted to dispose of 
them as he chooses.” 

Mr. Digges reviewed decisions 
of courts in Florida and Missis- 
sippi. The Florida court kayoed an 
injunction suit on the ground, 
among others, that “the statute is, 
in fact, a price-fixing statute. The 
power to fix the price is vested in 
an interested person who is not 
an official...Throughout all our 
holdings we have recognized as 
basic that for a statute such as 
this to be upheld there must be 
some semblance of a public neces- 
sity for the act and it must have 
some relation to the public health, 
morals or safety.”’ The court found 
the legislation served a private 
rather than a public purpose, says 
the ANA counsel. 


a Mr. Digges notes with satisfac- 
tion that the Florida legislature has 
passed a new fair trade law which 
the governor has signed. 

In Mississippi, the court ruled 
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To control that impulse on the “pay-off” level. . . 


... take a tip from Heinz—pre-sell her with the 


criterion service 


THE ONLY CONTROLLED ADVERTISING MEDIUM THAT SELLS ON THE “PAY-OFF’’ LEVEL—THE NABORHOOD SHOPPING 
CENTER—WHERE 98x OF ALL FOOD AND 85% OF ALL DRUGS ARE SOLD! 


Nine out of ten of your sales problems today start on 
the ‘‘pay-oft"’ level—the level where you have the least 
control of close-to-sale selling. Chances are 20-1 against 
your getting window or store display tor your brand. 
‘Thousands of manufacturers are fighting over the valu- 
able spots. Private labels are coming back strong and 
taking over many of the juicy display positions. 

Think of it! 38.2 
on impulse. 75% of shoppers buy items they hadn't 
thought of. 76% don’t carry shopping lists. 

So how can you control the impulse-purchases that 
continuously rob you of extra sales? The answer is 
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“oay-off” medium... 


Criterion, the only controlled selling medium that can 
keep your advertising alive before Mrs. Consumer. And 
right up to the moment she reaches the store shelves 
where your brand must fight for her attention. 

Every Criterion Poster Showing is built-to-order to 
completely cover the specific shopping centers where you 
have distribution. Big, colorful poster panels (32 square 
feet) on busy corners influence consumers all day, 365 
days a year. So Criterion can help you sell on the “pay- 
oft”’ level just as it is doing for advertisers like Heinz, 
Kellogg, Libby, Kraft, Armour, Lever Bros., and many 


others. Why not get in touch with 


122 EAST 42nd STREET 
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that the act was unconstitutional, 
inimical to public welfare and 
violative of public policy, and re- 
pugnant and hostile to the public 
interest in the right of free trade 
and legitimate competition. It als« 
said the act was in direct conflict 
with previous anti-trust laws 
existing in the state. 

Mr. Digges argues that manu- 
facturers have been able to stab- 
ilize distribution structures by fair 
trade and have lowered market- 
ing costs and passed them on to the 
consumer. He says the fact that 
prices may be lower in the three 
non-fair trade states may only 
indicate that consumers in these 
states have benefited from the 
distribution built up in the mar- 
kets where fair trade prevails 


7. 
e The manufacturer, Mr. Digge: 
writes, “should not be subjected 
to the criticisms of the press o1 
coercion of the middlemen or 
others, because he has elected to 
avail himself of a pricing method, 
which in his considered opinion 
assures a fair return to his out- 
lets and to himself, while giving 
the public a ‘good buy’ at a fair 
price.” 

The liquor business has figured 
prominently in recent fair trade 
legislation. Courts in Illinois, New 
York and Louisiana have declared 
that mandatory provisions for en- 
forcement went beyond the ori- 
ginal concept of fair trade. 


w Currently, 14 states have some 
sort of fair trade laws on liquor, 
with 11 having mandatory filing 
provisions. The mandatory states 
are California, Georgia, Illinois, 
Kentucky, Louisiana, New Mexico, 
New York, Oregon, Delaware and 
Arkansas. Voluntary states are 
Indiana, Rhode Island and New 
Jersey. Other states have fringe 
requirements—minimum prices for 
the retailer and consumer must be 
established in Arizona, Connecti- 
cut, Louisiana, Maryland and Ore- 
gon. In Connecticut, Kentucky, 
Louisiana, Massachusetts, Illinois 
and New York the law requires 
distillers and vintners to post 
prices to their wholesalers. 

In some states, the liquor busi- 
ness is wondering if it would be 
better to swing away from fair 
trade to some other kind of legis- 
‘ation. In South Dakota the busi- 
ness is backing a bill prohibiting 
advertising of price in liquor copy. 
The theory here is that if prices 
san’t be advertised, price-cutting 
is impeded. 


To Mills, Lund & Mann 


Mills, Lund & Mann, Chicago, 
has been named advertising and 
publicity counsel of Apex Smelt- 
ing Co., Chicago. 
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: Their Displays Move 
; MORE MERCHANDISE /oz LESS 


To show you how leading manu- 
facturers are successfully using 
DeVorn services to develop and 
test permanent point of purchase 
displays, we have prepared a 
portfolio of “Visual Merchan- 
disers” which we offer FREE. 


A request on your company 
stationery will bring it 
to you without obli- 
gation. Write today. 
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TEASERS—Red Top Brewing Co., Cincin- 
nati, is using @ newspaper series in 
several markets, each ad featuring ques- 
tions and answers on famous sports od- 
dities. They‘re illustrated by Clem Bod- 
dington, cartoonist and TV sportscaster. 
Joseph Advertising Agency handles the 
account. 


Five-Week Drive 
for Beer Shampoo 
to Open on July 21 


Cuicaco—Beginning July 21, 
Frank A. Weaner & Co. will open 
a five-week summer campaign 
for its new Beer Shampoo, with 
weekly 400-line newspaper adver- 
tisements in 122 newspapers of 
108 cities. 

The shampoo, said to incorporate 
the setting qualities of beer and 
the cleansing qualities of popular 
shampoos, contains less than 1% 
alcohol, plus setting and cleansing 
agents and a rinse. It is manu- 
factured by the New Philadel- 
phia Brewing Co., New Philadel- 
phia, O. 

The summer promotion, which 
follows market tests in Columbus, 
O. (AA, March 28), also will em- 
ploy half-page color copy in The 
American Weekly, Parade and 
This Week Magazine during the 
campaign period. 

In addition, half-page color in- 
sertions are scheduled for the 
September issues of Good House- 
keeping and Parents’ Magazine, 
and spreads will run in the Aug- 
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@ CUSTOM BUILT FOR YOU 
@ COMPLETELY SELF-CONTAINED 
@ NO PACKING CASES 
@ NO TOOLS REQUIRED 


SAVE WEIGHT, SHIPPING COSTS, 
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AND DISMANTLE YOUR EXHIBIT 
IN MINUTES INSTZAD OF HOURS. 
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ust issues of four national drug 
trade publications. 

The company, through Harry 
J. Lazarus & Co., Chicago agency, 
also is sponsoring a radio show, 
“A New Look at Life,” five times 
weekly over Station WBBM, Chi- 
cago (5:45 p.m., CDT), starring 
Fahey Flynn, on a test basis. The 


program covers beauty secrets 
through the ages. 
Phil Kalech Co. is sales and 


merchandising consultant for the 
Weaner company. 


Appoints Chittick Agency 


Philadelphia Quartz Co., Phila- 
delphia, manufacturer of silicates 
of soda and the Metso line of 
cleaners, has named Walter S. 
Chittick Co., Philadelphia, to han- 
dle its advertising. 


ASA Approves 140 
New Specifications 


New YorK—More than 140 new 
national standards, approved since 
January, are included in the mid- 
year list of standards and special 
publications issued by the Ameri- 
can Standards Association. The 
list shows a total of 1,124 stand- 
ard specifications, methods of test, 
building requirements, dimensions, 
safety codes, definitions, etc., in 
all fields of engineering as well as 
for materials and equipment used 
by the ultimate consumer. 

Important new standards listed 
for the first time include a series 
on chemicals used in photographic 
processing, soap specifications, 
lamp dimensions, textiles and out- 


door requirements on signs and 
outdoor display structures. 

The 28-page list may be obtained 
without charge from the Ameri- 
ean Standards Association, 70 E. 
45th St., New York 17. 


Swanson Names Boettiger 
John Boettiger has been named 
vice-president of the public rela- 
tions firm of Theodor Swanson & 
Co., New York. From March, 1946, 
to July, 1948, he was publisher of 
the Arizona Times, Phoenix, and 
prior to war service was publisher 
of the Seattle Post-Intelligencer. 


Barrett Elects Wolfe 


Edgar H. Wolfe, vice-president, 
has been named president of Bar- 
rett Bindery Co., Chicago. He suc- 
ceeds A. M. Barrett, who becomes 
chairman of the board. 


‘Living’ to Go Monthly 


Beginning with the February, 
1950, issue, Living for Young 
Homemakers will be published 
monthly. The Street & Smith pub- 
lication had been published under 
the title Mademoiselle’s Living 
through its April-May, 1949, issue. 
The magazine became a bi- 
monthly after being issued quar- 
terly during its first year of pub- 
lication. The next issue will ap- 
pear on Sept. 1. 
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Remember — 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for the past fifty years. 
90 Fifth Ave., New York 11 
5k. 2 
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CBS Will Sell 
Time for Public 


Opinion Broadcasts 


New York—Columbia Broad- 
casting System will now sell time 
for opinion broadcasts, according 
to Frank Stanton, president of the 
network. 

“In view of the reversal of the 
Mayflower decision by the Federal 
Communications Commission and 
the intention of CBS to broadcast 
editorials, from time to time, in 
its own name, we will now, in ad- 
dition, sell time for the expression 
of opinion on public issues,” Mr. 
Stanton said. 

“The selling of time for opinion 
broadcasting will not affect the 
Columbia policy of allocating free 
time for the presentation of opin- 
ions,” the CBS president explained, 
“and we will continue to bring 
this valuable service to our listen- 
ers as we have in the past. When 
time is used for broadcasts of 
opinion it will be clearly labeled 
as such.” 


Research Company Issues 
U.S. Marketing Chart 


Research Co. of America has 
released the 1949 edition of its 
Basic Marketing Chart of the U.S., 
a compilation of data designed to 
facilitate analyses of current busi- 
ness trends. 

The chart includes data on the 
distribution of population by states 
and regions, and the percentage 
of change since 1940; total income 
per capita; life insurance sales; 
radio and telephone families; 1948 
retail sales estimates, effective 
buying income; income tax re- 
turns and data on the Census of 
Manufactures—all listed by states 
and geographical areas. The com- 
pany is.logated at 341 Madison 
Ave., New ¥ork. 


Glasgow Daily Planned 

The Evening Journal, Glasgow, 
Ky., a new daily, is scheduled to 
begin publicati6n late this month. 
Frank Higgagon, Malcolm Jones 
and Paul Yewng dre the owners. 
Thé paper will publish weekdays, 
except Saturdays. 


Metropolitan Appointed 

Mason Chicks, Inc., S. Plain- 
field, N: Jx~has appointed the 
Metrepolitan Advertising Co., New 


Business Paper Ad 
Volume Is Off 5.2% 
for First 6 Months 


Cuicaco—Advertising volume in 
business papers was off 6.1% in 
June issues, and for the first half 
of the year was 5.2% below the 
comparable period of 1948, accord- 
ing to Industrial Marketing’s 
monthly tabulation. 

For the month of June, the 243 
publications represented carried a 
total of 26,101 pages of advertis- 
ing, compared with 27,785 pages 
a year ago. For the six-month pe- 
riod, volume totaled 161,512 pages, 
compared with 170,378 pages in 
1948. 

Smallest loss for the six-month 
period was shown by the largest 
of the four major classifications, 
with the 145 industrial publica- 
tions off 3.8%. Total volume was 
103,355 pages of advertising, com- 
pared with 107,385 pages in ’48. 


@ The trade group, including 52 
publications, carried a total of 37,- 
216 pages during the first six 
months of the year, off 7.4% from 
the 40,194 pages a year ago. Class 
publications, including 27, ran a 
total of 13,732 pages, compared 
with 14,655, a 6.3% decline. The 
export group of 19 papers showed 
the biggest percentage loss, drop- 
ping 11.5% from 8,144 pages a year 
ago to 7,209. 

Ad volume in June issues of the 
industrial publications totaled 17,- 
353 pages, a 4.2% decline from 
the 18,118 pages of a year ago. The 
trade group showed the greatest 
drop, 10.9%, going from 6,051 down 
to 5,390 pages. Class publications 
carried a total of 2,155 pages for 
the month, off 7% from the °48 
figure»2,318. The export publica- 
ions ran 1,203 pages, compared 
with 1,298, a drop of 7.3%. 


a The footnotes below refer to 
the figures in the adjoining col- 


umns. 

§Includes a special issue. 

*Includes classified advertising. 

Does not include advertising in special Western 
section. 

t7 x 10 units, sold as pages. 

‘Estimated. 

“Two issues. 

“Three issues. 

‘Four issues. 

°Five issues. 

“AVIATION 
Maintenance 


2” 


OPERATIONS formerly Aviation 


York, to direct its account. . 


“Formerly MINING & METALS. 


7x 10-inch type page. 


Industrial Greup 


Aero Digest 
American Aviation (semi-mo.) . 
Ameriean Builder 
Pe GT Secocesaceece 
American Dyestuff Reporter... . 
American Machinist (bi-w.) . 

American Printer ............ 
Analytical Chemistry 
Architectural Forum 
Architectural Record 
Automotive Industries (semi-mo.) 
Aviation Operations 
Aviation Week 
Bakers’ Helper (bi-w.) 
Bedding 
4 eee 
i ae 
Brick & Clay Record 
Bus Transportation ........ 
Butane-Propane News (4!/ox6!/2) 
Canner (w.) 
Ceramic Industry 
Chemical & Engineering News (w.) 
Chemical Engineering 
Chemical Industries 

Chemical Processing Preview .. 
Civil Engineering 
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Contractors & Engineers 
Monthly (934x114) ....... 
Construction Digest (bi-w.) .. 
Construction Methods 
Constructor 
Dairy Record 
OS a ar 
Diesel Progress (9x12) 
Distribution Age 
TS ee Se ee 
Drug & Cosmetic Industry ... 
Electric Light & Power 
Electrical Construction & 
Maintenance 
Electrical Engineering 
Electrical South 
Electrical West ....... 
Electrical World (w.) 
Electronics 
Engineering & Mining Journal . 
Engineering News-Record (w.).. 
Excavating Engineer 
Factory Management & Main- 
tenance 
Fire Engineering 
Fleet Owner .... 
Food Industries .. 
Food Packer 
Food Processing Preview 
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Heating & Ventilating 
Heating, Piping & Air Con- 
ditioning 
Ice Cream Review 
Industrial & Engineering 
SEE so tocedcccccss 
Industrial Finishing (4!/gx6!/2) 
Industry & Power 
Inland Printer 
Iron Age (w.) 
Machine Design ........... 
Machine & Tool Blue 
Book (4!/ax6!/2) 
Machinery 
Manufacturers Record 
Marine Engineering & Ship- 
ee ae 
Mass Transportation 
Materials & Methods 
Mechanical Engineering 
Mechanization 
Metal Finishing 
Metal Progress 
Milk Dealer 
Milk Plant Monthly 
Mili & Factory 
Mining Engineering 
Modern Machine Shop 
(4Y2x6Y2) 
Modern Packaging 
Modern Plastics 
Modern Railroads 
National Butter & Cheese Journal 
National Petroleum News (w.) 
National Provisioner (w.) .... 
National Safety News 
Oil & Gas Journal (w.) 
Organic Finishing 
Operating Engineer ......... 
Packaging Parade (93¢x12) .. 
Paper Industry & Paper World . 
Paper Mill News (w.) 
Paper Trade Journal (w.) .... 
Petroleum Engineer 
Petroleum Processing 
Petroleum Refiner 
Pit & Quarry 
Piant Engineering 


Cee eee eee eneee 
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Power Generation 
Practical Builder 
Printing Magazine 
Product Engineering 
Production Engineering & Mgt. 
Products Finishing (4!/ox6!/o) . 
Progressive Architecture 
PEED cosveseesageocess 
Quick Frozen Foods & the 
Locker Plant 
Railway Age (w.) 
Railway Engineering & Main- 
tenance 
Railway Mechanical Engineer . 
Railway Purchases & Stores .. 
Railway Signaling & Com- 
| eee 
Roads & Streets 
Rock Products 
Sewage Works Engineering ... 
Shears 
Southern Lumber Journal 
Southern Lumberman 
Southern Power & Industry .. 
Steel (w.) 
Supervision 
Telephone Engineer 
Telephony (w.) 
Textile Industries 
Textile World 
Timberman .....eceeeeeeees 
Tool & Die Journal (5x7'/g) .. 
Tool Engineer ........... 
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Traffic World (w.) ....... ae 


June 
co— Pages —, 
1949 1948 
*72 *72 
40 37 
168 174 
120 140 
1§3 83 
18*460 2412 
*40 *39 
38 34 
133 129 
+159 161 
152 168 
6941 62 
#115 *110 
1148 154 
87 127 
33 42 
36 3% 
*45 *42 
§157 §180 
*101 *148 
1%67 *80 
*75 *86 
1127 115 
275 294 
102 110 
131 120 
47 46 
151 §226 
184 197 
60 68 
*201 *140 
*113 *121 
40 53 
186 96 
118 92 
43 45 
58 60 
71 69 
*109 *129 
108 113 
*113 *132 
62 65 
do 59 
97 98 
1*257 303 
*180 *206 
105 135 
1*329 *317 
33 45 
*232 *268 
49 42 
115 136 
146 171 
*47 *48 
65 66 
§*194 §*228 
51 50 
99 108 
77 84 
127 139 
97 116 
135 125 
71 80 
155 148 
64 71 
539 561 
*208 *223 
228 284 
273 §280 
*41 40 
101 103 
35 39 
117 151 
90 116 
*106 *85 
85 101 
122 123 
102 116 
*50 *69 
*210 *223 
126 26 
240 268 
*138 *167 
*131 *153 
78 51 
40 64 
125 126 
1§158 §154 
57 64 
51§*570 *§*524 
11 1l 
*50 *50 
57 55 
72 100 
1§*136 §*126 
1§*218 *177 
173 132 
76 58 
*166 *154 
*98 *119 
36 18 
$86 §98 
§*357 §*376 
84 92 
89 79 
64 60 
§*321 *289 
78 72 
85 92 
89 96 
*301 219 
53 63 
210 230 
58 65 
115 112 
106 122 
30 32 
*81 81 
*133 *143 
22 22 
45 54 
*86 *87 
1*168 *161 
86 76 
1*390 *422 
*§ *13 
*47 54 
1*103 *105 
154 158 
222 226 
*107 *118 
93 89 
69 78 
1102 114 


Six Months 
o— Pages —. 
1949 1948 

402 389 

210 192 
1,004 992 

762 738 

538 480 
2,418 2,740 

252 252 

229 213 

846 796 

927 904 
1,023 1,102 

281 302 

751 730 
1,006 1,037 

527 559 

194 211 

242 237 

268 276 

815 914 

536 692 

492 568 

485 492 

821 753 
1,682 1,778 

631 654 

746 665 

269 270 

942 956 
1,056 1,252 

363 389 

924 917 

690 774 

274 308 

471 532 

678 504 

265 419 

352 383 

448 450 

684 768 

561 527 

751 816 

330 272 

360 406 

533 562 
1,889 1,695 
1,134 1,181 

715 768 
2,091 2,170 

227 2 
1,419 1,524 

262 232 

731 793 

796 968 

339 373 

341 346 
1,303 1,202 

289 290 
402 412 
459 484 

865 907 

583 667 

739 724 

465 509 

801 856 

382 396 
3,335 3,498 
1,174 1, 
1,371 1,632 
1,613 1,721 

262 

556 557 

184 236 
680 837 

566 656 

612 541 

395 453 
660 689 

589 667 

285 338 
1,326 1,485 

1 136 
1,536 1,718 

846 933 

713 850 

439 279 

259 362 

677 640 

877 _ 977 

398 426 
3,347 3,261 

88 91 

315 309 

362 349 

462 546 

829 887 
1,008 1,158 
1,118 960 

425 325 

976 918 

831 863 

209 94 

334 359 
1,469 1,509 

471 525 

680 595 

369 399 
1,580 1,657 

458 449 

518 524 

557 544 
1,535 1,400 

372 434 
1,526 1,511 

359 397 

625 631 

688 688 

188 185 

488 486 

650 734 

124 134 

284 313 

514 505 
980 988 
510 510 
2,575 2,603 

66 90 
296 327 
738 707 
979 982 
1,313 1,322 
716 717 
559 610 
480 573 
690 746 


Advertising Age, July 11, 19-9 


Water & Sewaye Works 
Water Works Engineering .... 
Welding Engineer 
West Coast Lumberman 
Western Canner and Packer .. 
Western Construction News .. 
Western Industry 
Woodworking Digest (4'/x6!/2). 
World Oi 


eee eee eee eee ee! 


Total 
Trade Group 


Air Conditioning & Refrigera- 
tion News (w.) (11'/ox16) . 
American Artisan 
American Druggist 
American Lumberman & 
Building Products 
Merchandiser (bi-w.) 
Boot & Shoe Recorder 
(semi-mo. ) 
Building Supply News 
Chain Store Age— 
Administration Edition 
Combinations 
Druggist Editions 
General Merchandise— 
Variety Store Editions .... 
Grocery Editions 
Department Store 
Economist (10x14) 
Domestic Engineering 
Grectrian) Dealer ...cccccsss 
Electrical Merchandising (9x12) 
Electrical Wholesaling 
Farm Equipment Retailing ... 
Farm Implement News (bi-w.) . 
Fueloil & Oil Heat 
Geyer’s Topics 
Glass Digest 
Hardware Age (bi-w.) 
Hatchery & Feed 
Hosiery & Underwear Review .. 
Hosiery Industry Weekly 
Implement & Tractor (bi-w.) . 
Implement Record 
Industrial Distribution 
DE seeseennsese'ees ce 
Jewelers’ Circular-Keystone 
Leather & Shoes (w.) 
Lingerie Merchandising 
Liquor Store & Dispenser .... 
2 De ae 
Motor Age 
Motor Service (4)/4x6Ve) .... 
NJ (National Jeweler) 
(5/gx73¢) 
National Bottlers’ Gazette .... 
National Furniture Review ... 
Office Appliances 
Photographic Trade News .... 
Plumbing & Heating Business 
Plumbing & Heating Journal .. 
Plumbing & Heating 
Wholesaler 
Poultry Supply Dealer 
Progressive Grocer (4'/4x7'/4) . 
Sheet Metal Worker 
Southern Automotive Journal .. 
Southern Hardware 
Sporting Goods Dealer 
Sports Age 
Super Market Merchandising .. 
Variety Merchandiser (45¢x65¢) 
Wood Construction & 
Building Materialist 


Total 
Class Group 


Advertising Age (w.) (1034x14) 
American Funeral Director .... 
American Hairdresser 
American Restaurant 
Banking (7x10-3/16) 
Casket & Sunnyside 
Chain Store Age— 
Fountain Restaurant 
Combinations 
Cleaning & Laundry World ... 
Dental Survey 
Fountain Service 
Hospital Management 
Hotel Management 
Hotel Monthly 
Hotel World-Review (w.) 
(94x14) 
Industrial Marketing 
Journal of the American 
Medical Association(w.) 
Laundry Age 
Medical Economics (414x634) 
Modern Beauty Shop 
Modern Medicine (semi-mo.) 
(41%4x6%4) 
Nation's Schools 
Oral Hygiene (4-5/16x7-3/16) . 
Restaurant Management 
Scholastic Coach 
School Executive— 
School Equipment News ... 
School Management (9!/2x1134) 
What's New in Home 
Economics 


Total 
Export Group 
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American Automobile 
(overseas edition) 
American Exporter 
(two editions) 
American Exporter Industrial 
(two editions) 
Automovil Americano 
Caminos y Calles 
Farmaceutico 
Hacienda (two editions) 
El Hospital 
Ingenieria Internacional 
Construccion 
Ingenieria Internacional 
Industria 
McGraw-Hill Digest 
Oficina Mechanica Moderna .. 
Petroleo Interamericano 
Pharmacy International 
Revista Aerea Latinoamericana .. 
Revista Rotaria 
Spanish Oral Hygiene 
(4-5/16x7-3/16) 
El Taller Mechanica Moderna . . 
Textiles Panamericanos 


Total 


Advertising Volume Figures for June Issues of 
Business Papers and Totals for 6 Months 


These figures are an exclusive compilation by Industrial Marketing and must not be quoted or repr - 
duced without written permission. Unless otherwise noted, all publications are monthlies and have standa « 


June 
-— Pages —, 
1949 1948 
56 59 
49 58 
81 104 
*120 *131 
*51 *4a4 
*104 *122 
*44 *58 
*75 *80 
169 173 
*200 *173 
59 57 
17353 = «18,118 
1§82 *84 
109 112 
109 128 
#151 *151 
*156 *165 
126 122 
*23 28 
79 77 
§127 §131 
78 88 
62 67 
152 179 
47 52 
130 171 
*81 *101 
78 87 
1§*221 *166 
76 77 
*80 *87 
33 26 
51272 2288 
29 29 
95 132 
87 100 
"146 *191 
58 70 
205 221 
104 104 
172 238 
1*g3 §*136 
60 78 
50 102 
168 175 
131 135 
144 166 
162 236 
94 129 
87 77 
145 §156 
53 70 
88 76 
58 70 
28 36 
*28 *24 
155 154 
*67 *72 
188 121 
96 103 
139 163 
*36 *49 
124 117 
60 
48 46 
5,390 6,051 
‘177 174 
1*§2 67 
*48 *57 
84 102 
56 67 
*46 *58 
27 35 
37 47 
112 166 
50 58 
69 77 
87 85 
48 50 
1*34 *37 
89 93 
*276 *301 
73 
106 118 
66 98 
134 143 
71 60 
135 122 
71 82 
35 31 
49 42 
21 22 
72 100 
2,155 2,318 
112 72 
180 241 
130 155 
128 85 
§54 30 
45 51 
94 119 
15 13 
59 80 
87 96 
30 16 
38 67 
64 58 
21 22 
13 12 
6 7 
32 36 
38 67 
57 71 
1,203 1,298 


Six Months 
c— Pages — 
1949 19.3 

396 3¢ 
327 34 
348 4) 
701 72 
278 30 
538 61 
274 31 
453 4g 
1,016 1,05 
1,249 1,27 
40 
103,355 107,385 
442 §37 
788 851 
779 8&2 
1,086 992 
1,130 1,260 
987 979 

149 178 
585 644 
775 851 

592 640 
445 479 
962 1,047 
331 370 
958 1,153 
548 633 
537 494 
1,265 1,121 
523 664 
543 576 
182 145 
2,040 2,319 
255 318 
715 791 
708 854 
1,189 1,218 
442 464 
1,277 1,368 
655 632 
1,189 1.534 
667 636 
465 526 
262 376 
1,037 1,037 
801 826 
884 974 
1,116 1,406 
540 769 
564 528 
945 944 
418 470 
548 474 
428 425 
198 183 
166 181 
950 988 
487 540 
811 823 
686 651 
1,249 1,475 
351 448 
713 701 
530 537 
323 270 
37,216 40,194 
1,159 1,243 
481 411 
265 7 
565 616 
366 370 
343 390 
152 201 
263 291 
712 67/ 
283 325 
410 47: 
583 631 
280 284 
236 262 
543 573 
1,891 1,917 
432 526 
649 664 
424 593 
829 86° 
453 420 
732 753 
451 519 
228 232 
382 350 
132 154 
488 57] 
13,732 14,655 
550 544 
1,392 1,778 
1,049 1,130 
640 637 
197 174 
325 355 
618 726 

86 82 
369 446 
511 614 
164 94 

78 140 
347 388 
131 137 

74 104 

43 43 
213 231 

78 140 
344 380 

7,209 8,144 
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Names Ray-Hirsch Co. 

Ray-Hirsch Co., New York, has 
been appointed to handle adver- 
tising, sales promotion and public 
relations for Standard Laundry 
Co., Jersey City, N. J. Newspa- 
pers, radio, direct mail, truck 
posters and package stuffers will 
be used. 


Joins Jefferson Printing 


Mrs. Mary Charles Buckley, for- 
merly account executive of Ross- 
Gould Co., St. Louis, has joined 
the sales staff of Jefferson Print- 
ing Co., St. Louis. - 


Emery to Hamilton Wright 


Loren Emery, formerly editor of 
McGraw-Hill technical publica- 
tions with Latin American dis- 
tribution, has been appointed di- 
rector of the industrial public re- 
lations division, Hamilton Wright 
Organization, New York public 
relations counsel. 


Brown to Carter & Galantin 


George F. Brown, formerly sales 
promotion manager of Arvey 
Corp., Chicago, has joined the 
Chicago office of Carter & Galan- 
tin, Inc., as an account executive. 


gitaee 


gett ett 


GEORGE T. HOPEWELL, 


FASTERN REPRESENTATIVE - 


BU otters the advertiser more 
for his dollar than any other 
medium in its field. 


bo 
Wi 


101 PARK AVENUE. NEW YORK 


; ican Weekly, 


Pepsodent in Radio, 
Newspapers for New 
Ammoniated Powder 


Cuicaco—Pepsodent division of 
Lever Bros. Co., which has com- 
pleted national distribution of its 
new ammoniated tooth powder 
(AA, July 4), launched an adver- 
tising campaign in newspapers on 
July 6 and 7 in major markets 
throughout the country. 

A series of four ads, following 
the introductory newspaper ads, 
will appear in Metropolitan Sun- 
day Magazine Group, The Amer- 
Parade and inde- 
pendent newspapers. 

In addition, the new product 
will be promoted on the company’s 
radio programs. Beginning July 
2, Pepsodent ammoniated tooth 
powder commercials are broadcast 
on “Junior Miss” on CBS and 


hitch-hikes will become part of 
the Bob Hope program on NBC 
starting Sept. 20. 

Needham, Louis & Brorby, Chi- 
cago, is the agency. 


Sales Executives Elect 


The National Sales Executives 
Club of Buffalo has elected the 
following new officers: Edward 
V. O’Neil, Donner-Hanna Coke 
Corp., president; Harley J. Schlie- 
der, Air Reduction Sales Co., Ist 
vice-president; Kenneth Reid, Buf- 
falo Industrial Bank, 2nd vice- 
president; Eugene J. Cremins, 
Studebaker Sales Corp., secretary, 
and Charles Cook, Cook-Untereck- 
er, candies, treasurer. 


To Wilhelm-Laughlin-Wilson 


Alden Cameron Corp., New 
York, manufacturer of microfilm 
equipment and business machines, 
has appointed Wilhelm-Laughlin- 
Wilson & Associates, New York, to 
direct its account. 


merchandising 


2 =e 


—_ 


MANAGEMENT 


Ask your neighbor, another motorist, or the cop 
on the corner, Chances are they all will send you 
to the nearest service station. 
and the place where most motorists prefer to buy 
tires, batteries and accessories. 


It’s a handy spot— 


How do producers of such merchandise get it 
into service stations? By selling oil companies 
and oil jobbers. Not only a single individual in 
such organizations. It’s necessary to sell to top 
executives, at headquarters and division offices. 
It’s essential to have backing of their sales and 


personnel, too—that army of oil 


men who call on dealers, conduct training, talk 
modern methods, help keep their inventories bal- 
anced, their cash registers ringing up TBA sales. 


a 


STORAGE 


Where would a fellow go for a tan belt 7 


All these oil people, right down the line, are 
vitally important if you would market through 


the nation’s best service stations. 


They are the 


people who read National Petroleum News . . . 
the oil industry’s marketing magazine! 


Planning to build sales through service stations? 


Write for helpful, new fact-booklet titled “TBA”. 


* Lv [3L\ is the oil industry's designa- 


tion for tires, batteries and 


accessories now being sold in planned 
\ programs directed by oil companies } 
\ and oil jobbers, conducted through the 


by National Petroleum News. 


National Petroleum News 


nation's best service stations, promoted 
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TRANSPORTATION 


: MERCHANDISING 
1213 West Third St., Cleveland . . . Offices in New York, Chicago, Neusten, Los Rageles. 


Sept. 11-15. Advertising Spec 
ialty National Association, 46t! 
annual convention and trade show 
Palmer House, Chicago. 

Sept. 12-13. National Associatior 
of Magazine Publishers, 30th an. 
nual meeting, Essex and Sussex 
Spring Lake Beach, N. J. 

Sept. 17-20. Mail Advertisins 
Service Association Internationa 
convention, Congress Hotel, Chi- 
cago. 

Sept. 18-20. Tenth district, Ad- 
vertising Federation of America 
Biltmore Hotel, Oklahoma City 
Okla. 

Sept. 18-20. New York Stat« 
Publishers Association, annua! 
meeting, White Face Inn, Lake 
Placid, N. Y. 

Sept. 21-23. Direct Mail Adver- 
tising Association, annual con- 
ference, Congress Hotel, Chicago. 


Oct. 10-11. Boston Conference 
on Distribution, Hotel Statler, Bos- 
ton. 

Oct. 10-12. Association of Na- 


tional Advertisers, annual meeting, 
Waldorf-Astoria, New York. 

Oct. 17-18. Inland Daily Press 
Association, annual meeting, Con- 
gress Hotel, Chicago. 

Oct. 18-19. Agricultural Publish- 
ers Association, annual meeting, 
Chicago Athletic Association, Chi- 
cago. 

Oct. 19-22. Financial Public 
Relations Association, 34th annual 
convention, Edgewater Beach Ho- 


tel, Chicago. 
Oct. 20-21. Audit Bureau of 
Circulations, annual meeting, 


Drake Hotel, Chicago. 

Nov. 11-13. Southwestern Asso- 
ciation of Advertising Agencies, 
Tulsa Hotel, Tulsa, Okla. 

Nov. 13-17. Printing Industry of 
America, 63rd annual convention, 
Biltmore Hotel, Los Angeles. 

Nov. 29-Dec. 2. Outdoor Adver- 
tising Association of America, 54th 
annual convention, Hotel Book- 
Cadillac, Detroit. 


NAM Radio Show Returns 


“It’s Your Business,” weekly 
15-minute radio show sponsored 
by the National Association of 
Manufacturers, has returned to 
the ABC network (10:45-11 p.m., 
EDT, Tuesdays) for 13 weeks this 
summer. 


Theater Offers Television 


Alhambra Theater, Cleveland, 
has installed RCA television 
equipment, including a 7x9 
screen, so that patrons may view 
television programs before and 
after the regular feature motion 
picture. 


Appoints Spencer Hill 


Spencer Hill, formerly copy di- 
rector of Grant Advertising Co., 
Chicago, has been named an ac- 
count executive of Klau-Van Pie- 
tersom-Dunlap Associates, Mil- 
waukee, 


Want to SAVE on 


Mailing Costs? HERE’S HOW! 


@ Lower operating costs here in 
the heart of the South save you 
up to 500% on any mailing job. 
Big and small advertisers alike 
can slice production charges by 
using our modern, completely 
equipped mailing shop. 1,000,000 
pieces per month our present ca- 
pacity. Short deadline mailings 
welcomed! Wire or call collect for 
information or quotation on your 


next job! 
* * * . 


HAL ZIMMERMAN, President 
American Merchandising Co., Inc. 


TEL. 36394 
9 Madison Ave., Montgomery 4, Ala. 
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more Dis 


than any other New 


Display e e e is the kind of advertising that 


tries to tell the world! 


The display advertiser sacrifices the security of the classified 
columns where the customers come to look...takes his chance 


for recognition in the open competition of the whole paper. 


Display advertising is the Magna Carta of modern commerce 
...the assurance to business of liberty, equality and fraternity 


in print... and a particularly American institution. 


To the small business, Display advertising is a compensation 
for the capital and clientele it doesn’t have, a substitute for 
small stocks and a side street address, a bid for growth and 
progress... To the big company, it is bread and butter, life 
insurance, and the means of making ‘he most of its investment, 


facilities and potential. 


Display advertising does not get its draw from the size of 
the space—a lot of mountain sides are for sale cheap!—but from 
the size of the audience... which explains why The News 


carries more Display than any other newspaper in the world. 


The largest newspaper circulation in America...more than 
2,250,000 daily, and in excess of 4,400,000 Sunday. . . is 
concentrated in the world’s best market. And the small News 
page gives better display to all advertising... 


The News is also a very productive medium—which is 
probably the best reason an advertiser could have! 


EWS carried 


play Advertising 


York newspaper 
ever carried... 


in any year! 
f 


La 


Total pispiay... 32,449,182 


. which was some 6,500,000 lines more 
than the next New York newspaper 


Retail pispay... 26,315,350 


. more retail advertising than was carried by any 


other newspaper in the United States in 1948 


Dep't STORES ...10,428,006 


... the first time on record that any New York 
newspaper carried more than 10,000,000 lines of 


Department Store advertising in a single year 
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NBBB Warns Some 
Guarantees Break 
Insurance Laws 


New YorKk—Some forms of ad- 
vertised guarantees or warranties 
may violate state insurance laws, 
the National Better Business Bu- 
reau points out in a supplement 
to “Do’s and Don'ts in Advertis- 
ing Copy.” 

A person may lawfully warrant 
the quality of a product and 
guarantee services agreed to be 
performed without being licensed 
to conduct an insurance business, 
the bureau said. But if the guaran- 
tee or warranty “agrees to make 


good or indemnify for loss or 
damage resulting from perils not 
connected with the quality of goods 
or services or unrelated to defects 
therein, a violation of insurance 
laws has been held to result in 
some jurisdictions. 

“In Ohio, for example, the courts 
declared a guarantee to indemnify 
a purchaser of tires against ‘all 
road hazards’ (except fire or theft) 
... to be a contract of insurance. 

“In New York it has been held 
that while a manufacturer could 
warrant that a watch would work 
or was of a certain make or fine- 
ness, an agreement to replace a loss 
arising through burglary or rob- 
bery constituted doing an insur- 


MOTHERS buy much more than WOMEN! = 


1,200,000 mothers and 61% of their husbands read 


_PARENTS’ MAGAZINE 


52 VANDERBILI AVENUE, NEW YORK 17 


ATLANTA © BOSTON © CHICAGO ® LOS ANGELES ® SAN FRANCISCO 


ance business.” 

Officials of various states, the 
bureau added, have made rulings 
on guarantees of radios and tele- 
vision sets, refrigerators and auto- 
mobiles. 


WSAR to Join ABC 


WSAR, Fall River, Mass., a 5,- 
000-watt fulltime station, will 
join American Broadcasting Co. 
on Aug. 1, replacing WNBH, New 
Bedford, Mass., a 250-watt sta- 
tion. Melvin Lahr manages WSAR, 
which is owned by the Fall River 
Herald News. 


Gets Theater Account 


City Entertainment Corp., which 
operates the Astor Theater, New 
York, has placed its advertising 
account for the theater with Dona- 
hue & Coe, New York. 


Ardiel Agency Appointed 


Ardiel Advertising Agency, To- 
ronto, has been named to handle 
the advertising for Kitchen Over- 
all & Shirt Co., Brantford, Ont., 
work clothing manufacturer. 


The very name in- 
vokes memories 
of a summer eve- 
ning ... with a 
faint breeze gently swinging the Jap- 
anese lanterns, gaily hung above the 
long tables on the church lawn. The 
ladies busily engaged in ladling out 
generous portions of ice cream and 
cake . .. youngsters darting in and out 
anxiously awaiting the “ 
of the fun and the men resting in the 
folding chairs. Yes, it’s a picture, Gen- 
uinely American and a reflection of 
the best in America’s family activities. 
Just as pleasurable to thousands of 
readers every week, in the rich able- 
to-buy Farm and Rural Town market 
of Iowa, Nebraska, Missouri, Kansas 


official” start 


912 KANSAS AVENUE | 


TOPEKA , KANSAS 
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American a8 a0 


cream 
Social 


and Colorado, is the HUMAN INTER- 
EST appeal of CAPPER’S WEEKLY. 
The unique HUMAN INTEREST type 
of Editorial Technique, identifying 
CAPPER’S WEEKLY, make it a fam- 
ily reading “must” every week, year 
in and year out. Its wide diversifica- 
tion of editorial content .. . plus its 
“easy to read” style... for every fea- 
ture from News .. ..Fiction ..- Humor 
. . » Homemaking Aids . . . Patterns 
. .- Recipes . . . Pictures and others, 
holds Reader Interest at a high pitch. 
No wonder then, that Sales Managers, 
Advertising Managers and Agency Ex- 
ecutives are saying .. . “Put Capper’s 
Weekly on the List . . . It’s as sure fire 
as an Ice Cream Social . . . because It 
Makes The Sale!” 


Capper Publications, Inc. 


Advertising Age, July 11, 194¢ 
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11-YEAR RECORD—The annual report of the Bureau of Advertising, ANPA, includes 
these charts showing dollar revenue and percentage of total allocated to major 
media by national advertisers during the past 11 years. 


NAB’s Television 
Subcommittee Will 
Continue Studies 


WASHINGTON—The sales mana- 
gers executive committee of the 
National Association of Broad- 
casters has voted to continue its 
television subcommittee, set up in 
1947 to make a continuing study 
of sales practices, rate cards and 
contract forms, with the objective 
of eventually standardizing the 
forms. 

The sales managers group also 
decided that the coming series of 
NAB district meetings should ac- 
cent sales problems and plans for 
meeting them, as well as the 
problems of small market stations 
and development of news, women’s 
and farm programs. 

Members appointed to subcom- 
mittees include: 

All radio presentation: 
Gray, WIP, Philadelphia, 


Gordon 
chair- 


man; Eugene S. Thomas, WOIC, 
Washington; and Simon Goldman, 
WJTN, Jamestown, N. Y. 

Small market stations: Mr. 
Goldman, chairman; and _ two 
others, not members of the com- 
mittee, to be appointed. 

Television: Eugene S. Thomas, 
WOIC, Washington, chairman. 
Others to be appointed. 

Retail advisory: Arthur Gerbel 
Jr., KJR, Seattle, chairman; Mr. 
Goldman, and O. M. Schloss, 
WWSW, Pittsburgh. 

Sales practices: John M. Outler, 
WSB, Atlanta, chairman; Mr. Ger- 
bel and Mr. Schloss. 


To Di Marco-von Loewenfeldt 


Pacific Coast Yachting Associa- 
tion has named Di Marco-von 
Loewenfeldt Associates, San Fran- 
cisco, to direct its publicity. 


Botstord Moves Offices 


Botsford, Constantine & Gardner 
has moved its San Francisco office 
to 156 Montgomery St. 
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812 W. VAN BUREN STREET 
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Dominican Republic 
Educational Ads 
Now Run Monthly 


New YorK—A series of seven 
e lucational advertisements are be- 
ing run monthly by the Dominican 
Republic in three newspapers, two 
newspaper-distributed magazines 
and two national magazines. The 
first ad appeared in June and the 
remainder will run through the 
rest of the year in the New York 
and Chicago Journals of Com- 
merce, Washington Post, New York 
Times Magazine, This Week Maga- 
zine in the New York Herald 
Tribune only, Editor & Publisher 
and Time. 

All the ads are black-and-white. 
Those in newspapers are 850 
lines. Magazine ads are full-page. 
The appropriation is understood to 
be $90,000. 

The advertisements emphasize 
that the Dominican Republic has 
wiped out its foreign debt, that 
“the Dominican peso is worth ex- 


actly $1 and is backed by sub- 
stantial dollar balances in New 
York,” and that the country wel- 
comes industrial and agricultural 
development. 

Charles W. Hoyt & Co. is the 
agency. 


Roizman To Make TV Films 


Morrie Roizman, former senior 
film editor of March of Time, New 
York, has formed TV-Film Pro- 
duction Unit, Screen Associates, 
Inc., at 347 Madison Ave., New 
York. 


Trasks Names Marvin 


Robert C. Marvin, with Grant 
Advertising for the past 15 years, 
has been appointed advertising 
manager of Trask’s Department 
Store, Erie, Pa. 


Appoints John Synon 


John J. Synon has been ap- 
pointed manager of the publicity 
department of the San Francisco 
Chamber of Commerce. He suc- 
ceeds Leonard B. Gross, who re- 
signed to become public relations 
director of the Fairmont Hotel. 


Names Hoefer, Dieterich 


National Equipment Co., San 
Francisco, has appointed Hoefer, 
Dieterich & Brown, San Francisco, 
to direct its trade publication and 
direct mail advertising. 


Consultants Elects Two 


Consultants, Inc., San Francisco 
and Los Angeles public relations 
firm, has elected Mary Thacker 
and John O’Conor as vice-pres- 


idents and directors. 
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and cosmetic advertising 


BEAUTY FASHION 
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TOP MANAGEMENT'S 
GOOD RIGHT HAND 


53 Park Row, New York 15, N. Y. 
12 East Grand Ave., Chicago 90, Ill. 


30.7% inside 
outside, 2.84 inside 


cisco, 31.1% inside 


Our Trading Zone’s Your 
BIG Sales Target! 
Sales Management’s 1949 copyrighted survey 


gives this picture of the close-knit, 9-County 
San Francisco Bay Area market... 


People: 69.3% outside San Francisco, 
Family size: 3.16 persons per family 


Food sales: 68.9% outside San Fran- 


... facts which help explain why the San Fran- 
cisco market is a lot more like Pittsburgh 
than it is like Milwaukee. And point to The 
Chronicle as a natural first-choice buy! 


To 


Move more of your product 


in San Francisco’s ‘BEST CIRCLES” 


sell our better-buying suburban 


families along with preferred city folks... 


potential 


in department store linage, for example 


The Chronicle is your first buy 


ke ER BEEN puzzled to note that The Chronicle leads consistently 


yet is not first in 


city zone circulation? Look to trading zone coverage for the an- 
swer. In suburbs and “The City,” The Chronicle sells where sales- 


is substantial. It registers brand names where buying 


power mounts highest. It belongs where the best retail advertisers 
put it year after year—top of the list for San Francisco market 


campaigning! 


San Francisco C h ron icle 


DELIVERS “BEST CIRELE* COVERAGE 
IN TRADING ZONE-AND CITY TOO 


SAWYER, FERGHSON, WALBER CO., National Representatives 
... Ne ¥ork Chicago Metroit # Atlanta. San Francisco. Los Angeles 
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It's the Old Question: 
What is a Good Ad? 

To the Editor: Some time ago 
you published a letter from Wil- 
liam H. Sapiro of Evans & Brise- 
bois, Advertising, Detroit. Mr. 
Sapiro referred unflatteringly to 
an advertisement published over 
the signature of Burnett-Walton, 
a Seiberling tire dealer in Salis- 
bury, Md. 

In part Mr. Sapiro said, “Leave 
us hear your golden words in com- 
ment upon the enclosed advertise- 
ment (I use the term loosely).” 

As the account executive on the 
Seiberling account, I was naturally 
curious about this advertisement, 
since we had not prepared it, and 
neither had it been prepared by 
the Seiberling advertising depart- 
ment. Investigation proved that 
this advertisement, which is, to 


This department is 


say the least, unorthodox, had done 
some interesting things: 

Here is what George E. Burnett, 
of Burnett-Walton, wrote to Wil- 
liam Yingling, Seiberling district 
manager in Philadelphia: 

“Dear Bill: You asked about re- 
sults on this one copy as shown in 
ADVERTISING AGE. We were de- 
luged with comments immediately 
after the copy was used. The ad- 
dress has become a by-word in 
town and the kids everywhere say: 
‘Say B, say W.’ It has clicked. Our 
business has stayed up and we 
know that most of it is due to 
more people knowing we are here. 
The Red Star (competition) has 
been kidded about the fact that 
they look at us all day from their 
windows. People ask Edgar Ben- 
nett, the president, if that is all he 
has to do all day. 
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The engravings of William Hogarth are notable for the 


character which they display . . . both in the vigor of their 


execution and in their understanding of the foibles of human 


beings. 


Satirist. 


Hogarth ranks as the greatest English pictorial 


He was apprenticed as a youth to a silverplate 


engraver and wrote of himself at that time, “Engraving 


on copper, at 20 years of age, is my utmost ambition.’’ 


His first work was the engraving of arms and shop bills. 
The detail is from ‘“A Chorus of Singers’’ (1732), owned 


by the Art Institute of Chicago. His later work, notable 


for its vigor, spirit and intelligibility, tells its story strongly 


and graphically and is a vital commentary on the folly of 


the age. Hogarth was truly a reformer through the medium 


of his engraving tools. 


Character in today’s illustrated printed piece is dependent 
on the strength and perfection of the photoengravings from 
which it is printed. At Jahn & Ollier, every step in the 
process of plate making is aimed at vigorous and telling 
reproduction. The ‘‘character’’ of J & O plates is the re- 
sult of organization policy coupled with expert craftsman- 
ship. The printed result from J & O plates will insure that 
added character of reproduction which attracts promotional 


atter ion. 
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JAHN & OLLIER 


ENGRAVING COMPANY 
817 WEST WASHINGTON BLVD. 


CHICAGO 7, ILLINOIS 


Makers of fine photoengravings for letterpress printing 


ls 2 
af piglet SE aes. BS LY 
er eee 


“Now about ‘Your Safety Is 
Our Responsibility.’ I don’t know 
much about advertising so I can’t 
refute the statements about the 
‘price of picas.’ But we believe 
that people want someone to think 
about their safety and we are 
trying to tell them we are inter- 
ested in just that. People don’t 
analyze copy like an advertising 
man does, but they feel that we 
are interested and with that in 
mind they have come in. 

“Our business in both capping 
and tires has been up every month 
since we ran this new copy. The 
increases run up to 32%, not 
counting the increase in _ foot 
traffic. We are satisfied.” 

I don’t think any further com- 
ment is needed except, perhaps, 
to remind Mr. Sapiro that it is 
always dangerous to criticize an 
advertisement without knowing 
why it+was produced and what 
job it has done. 

NorTON WEBER, 

Meldrum & Fewsmith, Inc., 

Cleveland. 

The controversial Burnett-Wal- 
ton ad was reproduced in Voice 
of the Advertiser, Feb. 7 issue of 
AA. An answer to Mr. Sapiro’s 
criticism, signed by Larry Franks, 
of Larrabee Franks, Advertising, 
Salisbury, Md., the agency which 
placed the copy, appeared in AA 
Feb. 21. Mr. Franks’ letter re- 
ported an 86% gain in volume in 
60 days, and wound up: “It’s lots 
of fun to have opinions on the 
ads we see every day. But there’s 
only one sure test: Did you get 
anybody in to buy?” 


Sales and Merchandising 
Effort Needed, He Agrees 

To the Editor: Your article 
“Federal Reserve Tells Save and 
Spend Story” in your June 20 is- 
sue was extremely interesting to 
me. 

It shows that our economy is 
fundamentally sound. However, it 
also pointed out that there is a 
definite need for more intelligent 
and intensive sales and merchan- 
dising efforts. The article mentions 
that the builders of homes should 
put “greater emphasis on new 
moderately priced homes of ac- 


ceptable quality.” This program 
has been actively promoted by 
Wood Construction & Building 
Materialist. 
I enjoy reading ADVERTISING AGE. 
It is a “must” on my reading list. 
RICHARD D. DOWNING, 
Managing Editor, Wood Con- 
struction & Building Material- 
ist, Xenia, O. 


Negative Attracts Attention 


To the Editor: We are enclosing 
reprint of an ad which appeared 
in the Pittsburgh Press on Friday, 
June 17. 

The novelty of advising people 
Not to give a gift for Father’s Day 


Johionevean 


4, “HOSIERY 


Even though Fashionwear Stock- 
ings wear longer, look better, fit 
better and cost less, we have a 
hunch that Dad would appreciate 
a more appropriate gift, 


We're sorry that our large selection of nation- 
ally famous brands of merchandise is limited 
to the female sex, and we won't be able to help 
you next Sunday in a material way. 


But any other time, we'll be more than pleased 
to serve you, 


34 CONVENIENT LOCATIONS 


attracted a good deal of attention. 
We thought you might like to re- 
print the advertisement in ADVER- 
TISING AGE. 
ALBERT D. GOLDMAN, 
Whitman & Sharp, Advertis- 
ing, Pittsburgh. 


‘Impressive Demonstration’ 
To the Editor: I thought you 
would be interested in hearing 
about the reactions we are getting 
on your Pears soap story in the 
June 13 issue of ADVERTISING AGE. 
We've had at least half a dozen 
telephone calls from agency friends 
or clients asking us about the story. 
And practically every “rep” stop- 
ping in here last week seems to 
have read this article. Further, 
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we've had letters from othr 
agencies in the same vein (all :f 
them most complimentary to Ai - 
VERTISING AGE). For example, o: e 
agency executive wrote Mr. Cowa ,, 
saying in part: 

“I was very glad to see the ni» 
publicity for your agency an | 
Pears soap in the June 13 issu: 
of ADVERTISING AGE. This is one «/ 
the most interesting stories  ' 
merchandising and advertising the 
ADVERTISING AGE has published i 
a long time.” 

All of which adds up to anothe- 
pretty impressive demonstration c/ 
ADVERTISING AGE’s ability to com 
mand top level readership in the 
advertising field. 

Tuomas H. Moore Jr., 

Cowan & Dengler, New York. 


The Creative Man Gets 
an Eartul of Perfume Copy 

To the Editor (Attention The 
Creative Man): Not being for- 
tunate enough to have a perfume 
account, I’m a strictly disinter- 
ested party in the current contro- 
versy over perfume advertising 
But I’m getting a little riled about 
the beating the copywriters are 
taking at the hands of you “ana- 
lysts.” Your dig in the June 6 is- 
sue is a good example. All right, 
so they do “go in for whispering 
‘beautiful nothings.’” If all of life 
has to be hard-headed, practical, 
two-plus-two-makes-four and no 
nonsense about it, then we're a 
sorry lot indeed. And if ever there 
was a field for delightful imprac- 
ticality, for just tossing around 
lovely delicate words that sound 
preity and conjure up day-dream- 
ish impalpable visions, it’s per- 
fume. 

What is perfume, after all? Is 
it something that needs “how to” 
copy? Is it something to be shaped 
like a roll or mixed like a meat 
loaf or shortened like a hem? Does 
anyone have to explain any new, 
quick, money-saving or extra- 
tasty way to use perfume? 

You claim that perfume copy, 
unlike the food and appliance ads, 
doesn’t give the feminine reader 
any “service information.” Maybe 
after the “babe” you refer to has 
leafed through “nearly 200 pages 
of practical information,” and get- 
ting mighty sick and tired of it 
all, she’s just in the mood for 
a little escapist romance. 

You object to the two simple 
lines that appear in the beautifully 
restrained Chantilly ad you have 
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cited. You don’t think “exquisite- 
|) haunting” does anything. Ever 
siop to think that maybe the chick 
that reads that ad wants to do a 
b.t of exquisite haunting herself? 
And you don’t like “the perfume 
to make hearts remember.” You 
think that isn’t “how to” copy, 
brother? Just show any gal a 
bottle of fancy perfume, drift a 
few words of suggestive copy her 
way, and her imagination is hot 
at work on a “how to” project 
which is, I might point out, even 
more basic than figuring out how 
to cut your ironing time. 

But let’s yield the point and con- 
cede that perfume copy, as such, 
is not “how to” or “reason why” in 
style. Shall we, just for fun, try 
drafting an ad that gives the gals 
the real practical side of perfume? 
Suggestion for “service informa- 
tion” type perfume ad: 

Now— 

You Too Can Smell Better!... 
thanks to the new, sensational 
perfume ‘‘wHEw!” “Wuew!”, 
liberally over the body, preferably 
after bathing, will overpower ordi- 
nary body odors and stay with 
you for days. 

“WHEW!” is made by an exclu- 
sive scientific formula from a 
blend of an abnormal secretion 
from the stomach of a sick whale, 
glandular extract from a variety 
of large male deer, coal tar deriv- 
atives, alcohol, and a mixture of 
secret chemicals especially blended 
for us by graduates of one of the 
country’s leading technological in- 
stitutes. Our own laboratory tests 
(backed by written guarantee) are 
proof of its strength, uniformity, 
and efficiency. 

This remarkable new distilla- 
tion is harmless to clothing and to 
normal skin when used in ac- 
cordance with directions. Go to 
your druggist today and demand 
a large economy size bottle of 
“WHEW!” Then see how easy, how 
simple, how penny-wise it can be 
to smell from “wHEew!” 

Better, huh? 

VIRGINIA PHILLIs, 
Altadena, Cal. 
zee 


Finds ‘Practical Value’ 
in AA's ‘Pay Off’ Booklet 

To the Editor: Would it be pos- 
sible for me to procure a dozen 
copies of “How to Make Your Ad- 
vertising Pay Off,” which was 
recently published by ADVERTISING 
AGE? 

If so, I would very much like 
to get these copies, at any reason- 
able price. 

For your information, the use 
I would like to put these copies to 
would be to send one to each of 
our district sales managers. 

I want to compliment you on 
this book, particularly because it 
includes so much material that, 
for once, is really of practical 
value. 

Your consideration will be ap- 
preciated, if there are enough of 
these books still available to fill 
this order. 

BEN F. DUNALL, 

Secretary, W. W. Kimball Co., 

Chicago. 


Copies of “How to Make Your 
édvertising Pay Off’ are available 
from the AA circulation depart- 
rent, 100 E. Ohio St., Chicago 11, 
at 75¢ each. 
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To the Editor: On Page 23 of 
jour June 20 issue there is an- 
other of those paid advertisements 
tiat use up a whole page to get 
across a message which can be told 
11 about four lines. Seems to be a 
tend. 

The idea behind ads like this, I 
Suppose, is to insure attention for 
tie ad. 4 

But the actual effect, as far as 
cne reader is concerned, is to 
tuild up a mistrust of the firm 
vhich runs the ad. My own re- 
action is: “If this firm is so waste- 
fal in spending its own money, it 
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probably wouldn’t think twice 
about wasting mine.” 

This is good for business? 

JOEL WICKMAN, 

Assistant Promotion Manager, 

The Parents’ Institute, Inc., 

New York. 

We don’t agree with Mr. Wick- 
man. If unusual use of white space 
results in unusual impact and ef- 
fectiveness in getting the message 
across, it is good advertising. But 
if advertisers yniversally used the 
same technique, the whole thing 
would be silly. 

ages 
15th Century Letter 
Has Lesson for Moderns 


To the Editor: There’s a letter 
on exhibit at the Morgan Library 
that belongs in any art or copy 
man’s Times Haven’t Changed De- 


as follows: 

“Dear Master Michael Behaim, 

I send you back the coat of arms 
again. Pray let it stand as it is. No 
one could improve it for you for 
I have made it artistically and with 
care. Those who see it and under- 
stand such matters will tell you so. 
If the leafwork on the helm were 
tossed up backwards, it would hide 
the fillet.” 

ARTHUR RICHMOND, 
Copy Staff, Doherty, Clifford 
& Shenfield, New York. 
se s8 

Likes Sonnets; Prose, Too 

To the Editor: Being a great 
fan of the writings, both prose and 
poetry, which are signed “Arthur 
Frederick Otis,” I would like to 
tell you how much I am enjoying 
the present series on agency per- 


to a long run of this particular fea- 
ture. Hope it continues. 
GENE WEDEREIT, 
Director of Advertising, The 
Girdler Corp., Louisville. 


The excellent Otis sonnets on 
agency operation have appeared in 
12 consecutive issues, the last in 
the July 4 issue. Present plans do 
not call for a continuance, although 
Mr. Otis (of Roche, Williams & 
Cleary, which, incidentally, han- 
dles the Girdler account) could 
undoubtedly develop additional 
sketches. What do readers think? 


AA Goes to Bermuda 

To the Editor: The last thing I 
did before leaving on a recent va- 
cation to Bermuda was to pack the 
May 30 issue of your publication 


dising et al. 

Congratulations for a very fine 
idea and a real contribution to the 
advertising cause. 

ARNOLD R. DEUTSCH, 

Deutsch & Shea, New York. 
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| AUTOMOTIVE 
y SERVICE 
‘2 SHOPS 
“The Master Meiling bist" 


Most complete, most accurate, mos? 
effective Automotive Service Shop 
Mailing Lists available — at lowes? 
rates. Used regularly by large direct 
mall advertisers. Over 143,000 verified names 
incl. 47,000 Car Dealers; 75,000 Repair Shops;, 
12,000 Fleets; 8,000 Automotive Jobbers. Ad-| 
dressing to any shop classification by states. 
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say$ Professor Pee Jay (PHD) * 


QUESTION: “How Big is the Poultry 


Market?” 


ANSWER: As Professor Pee Jay points out, 
poultry and eggs accounted for better than 
$3,061,000,000.00 out of a total 1948 farm 
cash income of $30,800,000,000.00. In other 


Basket’?”’ 


QUESTION: ‘‘Where Is America’s ‘Egg 


“F ANSWER: The astute Professor Pee Jay 
doesn’t need radar to locate the world’s larg- 
est egg basket. He whips out his slide rule to 


prove that 84.1% of the three billion dollar 


words, one out of every ten 1948 farm dollars 
is a poultry dollar! Poultry, as a three billion dollar industry, 
ranks among the “big four” producers of farm prosperity, 
according to the following U. S. Dept. of Agriculture 
tabulation: 


CATTLE & CALVES........+++$5,131,000,000.00 


DAIRY... ececeecseees ee eeeeeee+$4,508,000,000.00 
HOGS. ..ccccscesccess seeeeece+$4,110,000,000.00 
POULTRY... cccccccccecccsees .» $3,061,000,000.00 
WHEAT . oc cccccccccsccccces » + -$2,574,250,000.00 


COTTON & COTTONSEED. ..$2,528,000,000.00 


poultry income is made in 31 states blanketing the U. S. 
from Maine to the Montana border, from the Canadian 
line to the Gulf of Mexico West of the Mississippi River 
and from the Great Lakes to the Mason-Dixon line in the 
Eastern half of this profitable area. Here are produced 
85.8% of all eggs and 84.1% of all chickens in the U. S. 


ANSWER: Professor Pee Jay earned his cap 
and gown and his PHD* through 75 years 
of service, constant study and daily contact with the ever- 
expanding poultry industry. In 1949 Pee Jay brings au- 
thoritative and highly specialized information designed 
especially for and in the interest of 500,000 high-income 
farmers and chicken raisers each month. 92.8% of this 
American Poultry Journal circulation is concentrated in 
the “egg basket” area. That's why advertising in the 
American Poultry Journal produces sales. That’s why 610 
advertisers used the pages of American Poultry Journal 
in 1948... and that’s why Pee Jay, celebrating 75 years 
of progress, has become, “The Voice of the Three Billion 
Dollar Poultry Industry.” 
*PHD Means POULTRY HATCHES DOLLARS 


a 


THE VOIC 


ADVERTISING REPRESENTATIVES 


E OF THE 3 BILLION DOLLAR POULTRY INDUSTR 


New York—W. A. Barber & Assoc. 55 West 42nd Street Phone Longacre 4-6630 


Detroit — Hil. F. Best 131 W. Lafayette St. Phone Randolph 7298 
Los Angeles — Robt. W. Walker Co. 684 S. Lafayette Pl. Phone Drexel 4388 


Minneapolis — J. P. Maloney Co. 1019 Northwestern Bank Bidg. Phone Atlantic 2229 
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Medica Joins DuMont 


A. A. Medica, formerly engaged 
in television promotion in the 
Southwest, has been appointed 
assistant sales promotion manager 
of the receiver sales division of 
Allen B. DuMont Laboratories, 
New York. 


Appoint Mike Goldgar 


Landscape Service Co., Framing- 
ham, Mass., and Radcliffe Manor, 
Rockport, Mass., have appointed 
Mike Goldgar Co., Boston, to direct 
their advertising. Newspapers will 
be used by both clients. 


Eastman Announces 
New Flexichrome 
Full-Color Process 


Cuicaco—Eastman Kodak Co.’s 
new Flexichrome process, a tech- 
nique by which brilliant full-color 
pictures can be produced from 
black-and-white negatives or color 
transparencies, was introduced 
here at a series of film showings 
and actual demonstrations. 

The process, Eastman represen- 


_ ELECTROTYPE co. 


= MJ ¥ 


tatives declared, should prove of 
great value to portrait and com- 
mercial photographers, and maga- 
zine, newspaper and advertising il- 
lustrators, since they can repro- 
duce, in color, subjects which for 
technical reasons are extremely 
difficult to photograph with color 
film. 

The new process uses color dyes 
to convert a special photographic 
print to a full-color picture. The 
dyes are applied with water color 
brushes, but are not water or oil 
paints. The technique, Eastman 
claims, is more flexible than any 
previous color print-making meth- 
od, because the colors may be re- 
moved, altered or replaced at any 
time. 


es In addition, the company ex- 
plained, full-color transparencies 
can be made by the process in al- 
most any size for photomural or 
display use. 

Prints made by the new process 
are produced by printing the image 
on a special Kodak Flexichrome 
stripping, film. The silver in the 


film image is then bleached out 
and the image is dyed with a black 
dye. The emulsion carrying this 
dyed image is stripped from the 
film and transferred to a sheet of 
fixed-out photographic paper. 
When paper and emulsion are dry, 
the print is colored by applying 
color dyes which replace the orig- 
inal black dye. 


Bahamas Campaign Expanded 


The House of Assembly, govern- 
ment of the Bahamas, has author- 
ized the Nassau Development 
Board to expand its advertising 
and publicity program for 1949. 
Kelly, Nason, Inc., New York, ad- 
vertising agency for the develop- 
ment board, will use magazines 
and newspapers during the 1949- 
50 season. 


Two Appoint Barkus Agency 


Theodore Barkus Agency, Phil- 
adelphia, has been appointed to 
handle the advertising of Penn 
Ventilating Co., Philadelphia man- 
ufacturer of ventilators, and Penn- 
sylvania Institute, Philadelphia, 


industrial trade school. 


sa 


For the margin of difference 


that distinguishes your printing... 


ick the 
paper 


thats 


Lick -Resistant 


One test of a fine printing paper is its ability to reproduce 


That’s where pick-resistance counts . . 
printing papers excel. For in Levelcoat, a special combination of coating 
materials and base stock provides pick-resistance to an exceptional degree. 


Add this important printing quality to Levelcoat brightness . . . 


smoothness. . 


it’s wise to look at Leveleoat. And to pick the paper that’s pick-resistant — 


for that margin of difference that distinguishes your printing. 


brilliance and depth in either monotone or multicolor. 


. runability. You then see why, in choosing any printing paper, 


. and where Leveleoat* 


*rM 


Sel bt * eh 2 


teeleoat 


PRINTING PAPERS 


Levelcoat papers are made in these 
grades : 
Rotofect*. 


Trufect*, Multifect* and 


KIMBERLY-CLARK CORPORATION 
NEENAH, WISCONSIN 


REG.U.S. PAT. OFF, 


A GOOD ONE—Harry P. Thomas of 

Southern Planter, host chairman of the 

Cinciama party held in Cincinnati, leans 

over to enjoy a joke with Sells Stites, 

president of Keelor & Stites, Cincinnati 
agency. 


Davis Will Direct 
Columbia Applied 


Research Bureau 


New YorK—Dr. Kingsley Davis, 
associate professor of psychology 
at Columbia University, has been 
named director of the university’s 
Bureau of Applied Social Research, 
to succeed Dr. Paul F. Lazarsfeld, 
who has become chairman of the 
department of sociology in the 
graduate facilities. 

Dr. Lazarsfeld will continue as 
associate director of the bureau. 

Dr. Robert K. Merton, professor 
of psychology at Columbia, also 
will serve as associate director, 
and Charles Y. Glock, a member 
of the bureau’s staff for three 
years, has been named assistant 
director. 

Under the new organization, Dr. 
Davis said, work of the bureau 
will be conducted by six research 
divisions: communications and po- 
litical behavior, population, urban 
community, advertising and mar- 
keting, methods and techniques, 
and research training. 


Chattield Joins Compton 


George I. Chatfield, former 
vice-president of Kenyon & Eck- 
hardt, New York, has been elected 
vice-president of Compton Ad- 
vertising, New York, effective 
July 11. He will be a member ol! 
the plans board and a supervisor 
on the Procter & Gamble account. 


Appoints De Pierro 


Anthony C. De Pierro, former 
media director of Buchanan & 
Co., Paris & Peart and Gotham 
Advertising Co., New York, has 
joined Geyer, Newell & Ganger, 
in a similar capacity. He _ suc- 
ceeds Gene Cogan, who resigned 
recently. 


Simtex Appoints Ellington 


Ellington & Co., New York, ha: 
been appointed to handle adver- 
tising for Simtex Mills, a divisior 
of Simmons Co. 


OF DIAMONDS 


RIGHT IN YOUR OWN BACKYARD 


There's untold wealth at your elbow! 
15 million Negroes spend 10 billion 
dollars a year on every ty product! 
Reach this big buying public through 
the Negro press. For information write 
interstate United Newspapers, Inc., 545 
Fifth Avenue, N. Y., serving America's 
leading advertisers over a decade. 
NOTE: We now have facts compiled by the 

® Research Co. of America on brand 
preferences of Negroes from coast to coast. 
Write now for this free information, 
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y dvertising Age, July 11, 1949 
Sales Commissions 
Ruling May Go 

‘o Supreme Court 


WASHINGTON—The Department 
cf Justice was reported determined 
to go to the Supreme Court if 
necessary to upset a district court 
ruling here holding that industry- 
wide efforts to stabilize sales 
commissions are immune from 
Sherman Act prosecution. 

The ruling, by Federal Judge 
Alexander Holtzoff, supports the 
\Vashington Real Estate Board 
and the National Association of 
Real Estate Boards, which have 
argued that price fixing provisions 
of the Sherman Act apply only to 
commodities. 

Tossing out the government’s 
civil action against the real estate 
organizations, Judge Holtzoff said 
a half century of anti-trust litiga- 
tion fails to show any cases where 
the ban on price fixing has been 
applied to agreements controlling 
compensation for personal services. 


a “To contract for his personal 
services is a fundamental right of 
every man, and for men to com- 
bine to regulate compensation for 
personal services is perfectly legal,” 
Judge Holtzoff said. 

“There is no reason discernible 
why this right is not equally ap- 
plicable between laborers and those 
earning commissions,” he declared. 

Justice Department Attorney 
Victor H. Kramer indicated that 
the case is of great importance to 
the government. If the Sherman 
Act is applied to standard fees used 
by real estate boards, it can be 
applied to investment bankers and 
other industries where standard 
sales commissions have been es- 
tablished, he said. 


s It was Mr. Kramer’s second set- 
back in the drive against standard 
commissions in the real estate 
boards. Last year, another federal 
judge here refused to apply the 
Sherman Act to a criminal prose- 
cution of the industry. Later, the 
court of appeals ordered the in- 
dustry to stand trial on the civil 
count. 

Judge Holtzoff said there i: 
“nothing clandestine or surrepti- 
tious” on the part of the Washing- 
ton board, which freely publishes 
the fact that its members charge 
a commission of 5% on the first 
$50,000 and 3% on all over that 
amount. 

The stabilization of rates has 
eliminated “chaos and confusion” 
and “unscrupulous practices” and 
has generally been considered as 
in the public interest, he said. 

The ruling was expected after 
Judge Holtzoff questioned the basis 
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The Building Industry's 
Salesman —-—-—--—---- 1 


Mightiest Sales Force 
Man or Magazine | 
in the Building Products Field | 


Gives you the extra sales power 
of greater dealer coverage, greater 
dealer preference, more frequent 
impact — and at lower cost. 


;----- American Lumberman 
| & Building Products Merchandiser 


139 N. CLARK ST., CHICAGO 2 
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of the government’s case during 
a previous argument. At that time 
he said he had “grave doubts” that 
the government had a case, but 
that he recognized that his court 
was “just a whistle stop before the 
case goes higher.” 


G-E Promotes Dunbar 


J. W. Dunbar, formerly in charge 
of advertising and sales promotion 
of General Electric refrigerators 
and home freezers, has been ap- 
pointed supervisor of sales plan- 
ning and merchandising for G-E’s 
household refrigerator division. He 
has been succeeded by Fielding 
Chandler, previously in charge of 
dealer sales for refrigerators and 
freezers. 


Morning Daily Suspended 

The Journal, Ottawa, Ont., 
which has published both morning 
and evening editions for 32 years, 
has suspended publication of its 
morning edition. The editorial and 
business office staff probably will 
remain unchanged, although P. D. 
Ross, 92-year-old publisher of the 
paper, has made no official an- 
nouncement. 


Pal Promotion 
Breaks in August 


New YorK—Promotion of its 
new Zipak plastic razor blade dis- 
pensers will be launched in Aug- 
ust by Pal Blade Co., which will 
follow up in September with a 
campaign on the new Pal injector 
razor blade and the improved Pal 
single and double-edge blades. 
New media, including television, 
will be used. 

Both campaigns will start with 
spreads in Collier’s, Life and The 
Saturday Evening Post, and will 
be followed by pages and half- 
pages for the remainder of the 
year. In addition, newspaper space 
will be used in key cities as well 
as the television news show broad- 
cast in 25 cities over the ABC-TV 
network. 

Al Paul Lefton Co. is the agency. 


Melton Appoints Yates 


Miss Nita Yates has been named 
production manager of the Melton 
Advertising Agency, Dallas. 


Westinghouse Cuts Prices 


Westinghouse home radio di- 
vision, Sunbury, Pa., has reduced 
prices on four television receivers. 
A 16” tube console has been cut 
from $600 to $500; a 10” tube 
table model from $270 to $250; a 
10” tube consolette from $370 to 
$300, and a 12%” tube consolette 
from $450 to $370. 


51 
Warmee Named White V. P. 


Roy H. Warmee, formerly sales 
manager of the Moduflow division, 
Minneapolis-Honeywell Regulator 
Co., Minneapolis, has been ap- 
pointed vice-president and general 
manager of White Mfg. Co., St. 
Paul, manufacturer of heat regula- 
tors and regulators for forced air 
heating systems. 


advertising display. 


problem. 


Let us put our diversified facilities to work for you. 

We are creators and manufacturers of eye-arresting displays in 
plastic, wood, metal, wire, tubing, glass, masonite, cardboard— 
we reproduce your copy by litho, screen or letterpress—and we 
combine any of them to produce unusual or seemingly ‘‘screw-ball”’ 


GOT SOMETHING IN MIND? Let us assist in solving your 


PHELPS MFG. CO., TERRE HAUTE, IND. 


| 


Make buying as easy as this for your customers 


"OR FURTHER INFORMATION, CALL YOUR LOCAL TELEPHONE BUSINESS 
OFFICE OR SEE THE LATEST ISSUE OF STANDARD RATE AND DATA. 


A good many firms find it good business to make buying 


AMERICA'S 
BUYING 

GUIDE FOR 
60 YEARS. 


easier for their customers. That’s one reason they list their 
trade-marks or brand names in the ‘yellow pages’ of tele- 
phone directories ... over a list of their local dealers. 


That’s Trade Mark Service .. 
Your advertising mentions your ‘yellow pages’ listing. 
Your prospect turns to his telephone directory and finds 
your nearest dealer. 


. and here’s how it works: 


A perfect follow-through for more and more sales! 
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Adclub Elects Davidson 


"The Women’s Advertising Club 
of St. Louis has elected Clarissa 
S. Davidson, St. Louis Post-Dis- 
patch feature writer, as president. 
Other officers include: Helen 
Prange, Selle Jewelry Co., vice- 
president; Leonora Allen, Oak- 
leigh R. French & Associates, sec- 
retary, and Francel McCall, Rubi- 
cam Business School, treasurer. 


Petersen Joins F&S&R 


Carl Petersen, formerly adver- 
tising and sales promotion mana- 
ger of Westinghouse’s national dis- 
tributor of Half Hour Laundries, 
Ald, Inc., Chicago, has joined the 
Chicago office of Fuller & Smith 
& Ross, Inc., as associate account 
executive. 


Babies Still Eat: 
Gerber Earnings 
and Sales Soar 


FREMONT, Micu.—Whatever the 
facts may portend, sales and 
earnings of Gerber Products Co., 
baby foods, rose 31 and 32%, 
respectively, for the fiscal year 
ended March 31 to the record levels 
of $39,036,063 and $2,750,381, Dan 
Gerber, president, noted in the 
annual report, just released. 

“While the experts tell us we 
are facing a declining birth rate,” 
Mr. Gerber told stockholders, 
“your officers are by no means 
reconciled to an expectation of 


EASY CHART 


63¢ 


Reproduction of Genuine Glossy 
Photos in Quantities 


in 500 and 750 QUANTITIES 
(1000 and over .06c) 


PHOTO-MATIC CO: 2535 ints Stone 


anything but increasing sales.” 
He noted that distributor in- 
ventories are low, and “current 
sales are not inflated but are 
simply filling vacant spots on re- 
tailers’ shelves as they occur.” 


ABA Issues Manual 
on Personnel Relations 


A booklet, “Personnel Relations 
—The Starting Point of Good 
Bank Public Relations,” has been 
issued by the American Bankers 
Association, New York, as the 
fourth study in its public relations 
series. It contains 24 illustrated 
pages and is slanted for the use of 
officers charged with personnel 
responsibilities in the medium 
size and small bank. 


— 


Flaminaire to Reimers 


Flaminaire Sales Corp. has 
placed the advertising of Flamin- 
aire cigaret lighters with Carl 
Reimers Co., New York. 


Buffalo Agency Formed 

Orlowski Advertising Service 
has been established at 1593-95 
Main St., Buffalo, N. Y. 


them .. 


Wew 


ferent directions .. . 


You make double-time .. . 


bts time is now . and the place New Orleans ... where the 
New Orleans Times-Picayune and States are geared to move 
hands—hands by the thousands to your product! 


Because they're geared, this morning-evening two move in dif- 
there’s a rare minimum of duplication between 
. and it means you gain exceptional, combined efficiency— 
You reach different homes, and you reach more homes! 


so every line counts! 


Take a timely hint: Ask Jann & Kelley, Inc., about the geared, 
moving-in-different-directions way to more sales in New Orleans— 
itself a twenty-three-jewel market! 


Olecanea 


TIMES-PICAYUNE and STATES 


GEARED TO SELL THE NEW ORLEANS MARKET 
. Moving in different directions! 


... TO MOVE HANDS 


when you use the only combination 
that delivers you all the New Orleans market .. . effectively, and 
without waste .. . 
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| 
| 
GENERAL @ ELectRic 
l 


APPLIANCES INC. 
NEW YORK BRANCH 


The Creative Uan2 Corner 


The occupant of this Corner has long admired the sensible, 
well done advertising of General Electric. When he came 
upon this superb piece of merchandising in his evening news- 
paper, it was all he could do to restrain himself from going 
around and saying to his fellow passengers in the train, 
Here’s somebody who’s showing an excellent 


We will swap 8 new de luxe 
General Electric Refrigerators for the 8 


oldest G-E Refrigerators in New York!* 


ee 


times!” For, after all, yours 


aa 


How 1949 do bene Model ond 
ornenar @ tiectare 


PPE PPP ee 


1) your CE Retriger star comphes with the sample rules 
MERE'S ALL YOU BO TO GeTER THE COnTEST 


Pick wp © FREE Eewy Stank ...from your mearest GE Franchised Dealer Fil ie 
eerie) oumber od UE Ketrgeretor, commeted age age and mod 


On @ 3’ x 5° plese of paper or penny pest cord 
comply prio legibly the sertal wumiber of your C-E Reirigerster. and cevmated age. 
being mus 10 pret your seme and complete eddress wm budimg burugh ef ously 

Mall te G-4 SWAP CONTEST 
General Bectric Appliances, inc. 205 Best 42nd Strest, Mew Vert 17. Y. 


oor errr 


truly does have to remain anonymous. 
What better way to root out the people who should have 


traded in their refrigerators years ago? What better way 
to get a list of the most logical prospects for new G-E re- 
frigerators? What better way to get across the longevity of 
a G-E engineered cooling piece? 

Good old G-E! Never lets its fans down—including this 
one. You can have your thousand dollars a month retirement 
plans, your chances to win a brand new Kaiser—The Corner 
will take this offer. It ties in with the product as no other 


such ad he has recently had the pleasure of seeing. 


To McConnell, Eastman 


Thermoid Ltd., subsidiary of the 
U. S. manufacturer of friction ma- 
terial and automotive products, is 
readying advertising plans boost- 
ing its entry into the Canadian 
market, through the Montreal of- 
tice of McConnell, Eastman & Co. 
Newspapers and trade publications 
will be used. 


Gates Named Ad Manager 


Leonard W. Gates, assistant ad- 
vertising manager of the Citizen, 
Ottawa, Ont., has been appointed 
advertising manager. 


Swart to Gray & Rogers 


Charles M. Swart, former asso- 
ciate director of public relations for 
the Community Chests and Coun- 
cils of America, and senior asso- 
ciate with Raymond Rich Asso- 
ciates, has joined the public rela- 
tions staff of Gray & Rogers, Phil- 
adelphia. 


Caltex Appoints Factor 


Caltex Sportswear, Los Angeles, 
has appointed the Ted H. Factor 
Agency, Los Angeles, to handle 
the advertising of its sportswear, 
cruise wear and swim wear lines. 


rassing position. 


© Regular Renewal Follow-up! 


© Daily List Maintenance! 


er 


epee 


_ SUFFERING FROM 


FALLING CIRCULATION? 


COMPLETE CIRCULATION MANAGEMENT 


FOR BUSINESS PUBLICATIONS 


Falling circulation can place any publication in an embar- 


Many publishers of paid or controlled pub- 


lications have solved this problem by turning all of their 
circulation worries over to us. 
Our service includes: 


@ Addressing and Complete 
Fulfillment Service! 


© Nation-wide Newsstand Dis- 
tribution! 


© Subscription Sales Promo- 
tion! 


* ABC Statements, Micro-rec- 
ords and Correspondence! 


Want more information? Write or call: 


Pususmeyy suelssmon? Cor 


Was 9-3773 


- 
538 South Clark Street, Chicago 5, Illinois 
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Direct Mail Points 
Up SKF Campaign 
to Sales Statts 


PHILADELPHIA—SKF Industries, 
me of the nation’s largest manu- 
facturers of ball bearings, has 
aunched an extensive direct mail 
‘ampaign to merchandise its in- 
justrial advertising to its sales- 
nen, distributors and distributor 
salesmen. 

The merchandising drive fol- 
lows closely the start of SKF’s ex- 
panded industrial ad program in 
$62 trade publications serving a 
score of fields. In a new approach, 
the ad series not only provides 
more information for purchasing 
engineers, but utilizes diagrams 
and drawings, and the names of 
manufacturers that are SKF cus- 
tomers. 

The Philadelphia company has 
boosted funds allotted to industrial 
advertising, cutting down on its 
institutional copy, and will use 
both more space and additional 
color in the new series. 


s The direct mail program calls 
for distribution of more than 100 
60-page folios and the mailing of 
about 3,000 blow-ups of the new 
ads to distributors and salesmen. 
Jumbo reprints of the ads will be 
mailed to the homes of all SKF 
salesmen, distributors and the lat- 
ters’ salesmen, and will be posted 
on the bulletin boards of SKF 
factory buildings for employe in- 
formation. 

The folios stress the new com- 
pany slogan, “Engineered by 
SKF,” which appears on all liter- 
ature. Reprints of the ads, all in 
color and full-page size, are en- 
closed in acetate envelopes. Most 
of the ads in the series use photo- 
graphs of customers’ equipment, 
with copy giving a case history of 
the equipment and the part SKF 
ball bearings play in it. 

The company recently completed 
a highly successful in-plant poster 
program and announced an essay 
contest for workers, with prizes 
totaling $525 to be given to the 
ten employes who submit the best 
essays on any one of the poster 
themes. During the ten-month 
campaign, built around the bene- 
fits of the American system of free 
competitive enterprise, company 
officials made a sample survey of 
worker reaction in its Philadelphia, 
Shippersburg, Pa., and Hornell, N. 


125,801 Requests* for 
More Information from 
Plant Operating Men 


* includes only inquiries 


serviced by us . . . many 
more go direct to the 
manufacturers. 


This 1948 record is one indication 
of the effectiveness of advertising 
in INDUSTRIAL EQUIPMENT 
NEWS. 


Ask for 
our new "CCA Statement 
and “IEN PLAN” 
Circulation 60,171... 
65,000 Distribution 


Good for SELLING . . . because 
.. . Used for BUYING 


INDUSTRIAL 
EQUIPMENT 
NEWS 


THOMAS PUBLISHING CO. 
461 Eighth Ave., New York 1, N. Y. 
Boston * Chicago © Cleveland © Detreit / 
Los Angeles © Philadelphia © Pittsburgh 


Y., plants. They found that of 72 
employes in one plant, including 
shop foremen and union stewards, 
71 had seen the posters and all but 
six had read the messages. 


Geare-Marston, Inc., is the 
agency. 
Ware Joins H. M. Gross 


John D. Ware, formerly with 
Cummings, Brand & McPherson, 
Rockford, Ill., has joined H. M. 
Gross Co., Chicago, as assistant ac- 
count executive. Imperial House, 
Chicago restaurant, has appointed 
H. M. Gross Co. to handle its ac- 
count. Kirkeby, The New Yorker 
= Promenade are on the sched- 
ule. 


Drops ‘Take a Number’ 


United States Tobacco Co., New 
York, Model and Dills Best to- 
bacco, will discontinue sponsor- 
ship of “Take a Number” on Mu- 
tual on Aug. 7 and will take over 
a new mystery program starring 
Bill Gargan on the same network 
in a Sunday afternoon spot. Kud- 
ner Agency, New York, is in 
charge. 


Osmosis? 


Some people have cirrhosis, 


And dramatize the liver. 


Still others have neuroses 
That make them shake and 


shiver. 


But me, I’ll take fourroses 


And subsidize the giver. 


FRANCES GEIGER ADAMs, 
Chicago. 


Shell Promotes Sembower 


J. H. Sembower, formerly man- 
ager of the public relations de- 
partment in Shell Oil Co.’s New 
York office, has been appointed 
to the newly created post of as- 
sistant to the executive vice-pres- 
ident, with the responsibility for 
public relations on the Pacific 


Coast. 


Waters Adds Gould, Platte 


Gerald H. Gould, formerly vice- 
president and account executive of 
Rossum & Stanley, New York, has 
joined Norman D. Waters & As- 
sociates, New York, as account ex- 
ecutive. Murray Platte, formerly 
with H. O. Gerngross & Co., has 
been named media director of 
Waters. 


Appoints Toal Sales Manager 

E. Patrick Toal, former eastern 
sales manager for Hotpoint, Inc., 
has been named sales manager of 
the television division of North 
American Philips Co., New York. 
Before joining Hotpoint Mr. Toal 
was national sales manager of ra- 
dio and television for General 
Electric Co. 


h. f. h.a.e. 


*haven for harassed advertising executives 


Take a holiday from deadlines, 15 & 2, crotchety 
clients. Soothe those frazzied nerves. Relax 

at the Deauville... enjoy the private 
beach, huge pool, air-conditioned 

guest rooms, dining rooms, cocktail 


Names Harrison Agency 


Lester Harrison, Inc., New York, 


lounges, & many other facilities. Write to 
WARREN C. FREEMAN, General Mgr. 


Hotel end 


has been appointed to handle the 
advertising of Governor Fastener 
Co., New York, manufacturer of 


rust resistant fastenings. 


i 


a Cobsie Club 


ON THE OCEAN AT 67th SF. 
MIAMI BEACH, FLORIDA 


a lthe California without the 


V0 


lion ollar alley ofthe ees 


National Representatives . . . 
New York * Los Angeles * Detroit * Chicage * Sen Francisco 


en 


CENTENNIAL OF THE 


+ 


De COME into California the hard way. Nowadays 

you can drive, fly, or ride the train. Whichever way 
you come in, the view of the Sierra is still a stopper. 
Mountains, forests, lakes, and far below — a valley nearly 


500 miles long. That's California's great inland market 
— the Billion Dollar Valley of the Bees . . . where buy- 
ing power nets 214 Billion . . . and food sales alone are 


CALIFORNIA - 1849-1949 


c  latchy 


O'Mara & Ormsbee, Inc. 


twice as high as San Francisco’s.* 
Yes, you can’t miss seeing the Valley. But you do miss 
selling it if you rely on outside newspapers. Valley people, 


remember, live well inland from the coast . . . naturally 
prefer their own /Jocal papers. The buy for you, then, is 
the three McClatchy newspapers — The Sacramento Bee, 
The Modesto Bee and The Fresno Bee. Only with them— 
can you adequately cover the Billion Dollar Valley. 


*Sales Management's 1949 Copyrighted Survey 
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THE SACRAMENTO BEE 
THE MODESTO BEE 
THE FRESNO BEE 
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‘N. Y. Sun’ Names Foyle 


Chester M. Foyle, a member of 
the advertising staff of the New 
York Sun for the past five years, 
has been appointed assistant na- 
tional advertising manager. Conrad 
Renner is national advertising 
manager. 


Gregory Joins Durstine 


Sherman D. Gregory, formerly 
an executive in the advertising 
departments of Campbell Soup 
Co., Schenley Industries and Na- 
tional Broadcasting Co., has joined 
the executive staff of Roy S. Dur- 
stine, Inc., New York. 


Printed labels . . . any size, quantity, 
number of colors . . . with quality and 
delivery assured by newest, finest 
pressroom and finishing equipment. 


sorsam Yoh Maher 


2001 


Printing Company 


CALUMET AVENUE + CHICAGO 16 


Global Travelers Report 
on NBC Program Series 


National Broadcasting Co.’s 
“Public Affairs” program will fea- 
ture roundtable discussions by 
American leaders on a London-to- 
Tokyo tour of world capitals be- 
ginning July 9, Sundays, 12:15- 
12:30 p.m. 

The 13 week series, “Americans 
Abroad,” will have Brooks Emeny, 
president of the Foreign Policy 
Association, as moderator. Parti- 
cipants will be picked from a 
group of 30 prominent citizens on 
a global tour with World Town 
Hall seminar. Recordings, made in 
the overseas capitals after the 
group has met with foreign leaders, 
will be flown to this country. 


ATA Elects Gilmore 


Gordon Gilmore, director of pub- 
lic relations of Trans-World Air- 
line, has been elected chairman of 
the public relations advisory com- 
mittee of the Air Transport Asso- 
ciation, Washington, D. C. He suc- 
ceeds Richard Rummel, publicity 
manager of United Air Lines, who 
held the chairmanship for two 
terms. 


A MINNEAPOLIS 
a 


That’s WTCN-TV. 


* 
SAINT PAUL 


All new equipment, new stu- 
dios, and a crack-a-jack staff 
of Telecast Technicians— 


Take another look at the 
line-up shown in the cut 
above. We’re not foolin’! 
We’re in Television on a pro- 
fessional basis from the start! 
Some top-flite spot TV for 
sale! For availabilities and 
details, write, wire, or phone. 


STARTING JULY 


i 
; 


TV FACTS 
MINNEAPOLIS—ST. PAUL 


17,100 TV sets installed in our 
coverage area. 


Scores of new TV sets being 
installed weekly. 


Coverage... sixty mile radius 
of the Twin Cities. 


1,611,200 people in our coverage 
area spending $1,850,986,000 
in retail sales. 


” 
82% of installed TV sets are 
in homes. 


Facilities include 3 RCA studios 
and remote cameras, mobile unit 
and relay equipment, 16 mm 
sound film projector, slide 
projectors, etc. 


Tc 


AM - FM - 


See cut above for TV affiliations 
FREE and PETERS Representatives 


TV - 24s¢ ABC 


U.S. CofC Booklet 


on Sales Training 
Scoffs at Legends 


WASHINGTON—A U. S. Chamber 
of Commerce publication suggests 
that the man who has had to 
struggle for a living often makes 
a better salesman than a college 
graduate who has had his way 
made for him. 

“This is not because college 
graduates don’t make good sales- 
men,” says the chamber’s new 63- 
page booklet, “Sales Training in 
Distribution,” “but because those 
who are able to finish school have 
usually received considerable fi- 
nancial assistance. 

“They have not had to develop 
the habit of devoting 10 or 12 hours 
a day or more to concentrated 
constructive activity.” 


ws The publication says that “go- 
getter appearance” and “extro- 
vert personalities” are overstressed 
in the selection of salesmen. 

“Legends of traveling salesmen 
and theatrical portrayals have led 
many people to believe the suc- 
cessful sales person must be a dy- 
namic extrovert personality,” it 
says. “He is supposed to be the 
type who leaves a revolving door 
twirling for half an hour, drives 
90 miles per hour, entertains con- 
tinuously, and displays various 
other effervescent symptoms.” 

The best salesmen usually are 
persons of considerable poise, con- 
servative demeanor and serious 
mien, the chamber holds. “It is 
true that a person who enjoys the 
company of others and gets along 
well is one who will enjoy selling 
work, whereas the self-centered 
individual is apt to find selling dis- 
tasteful and arduous.” 

The book warns that excessive 
employe turnover “is the most ex- 
pensive luxury indulged in by 
management generally.” It con- 
cedes that in the vast majority of 
cases, sales executives must seek 
and train new people who have 
little selling background. 


s The chamber publication pro- 
vides a bibliography of sales train- 
ing publications, films and courses. 
It outlines sales training procedure, 
including a checklist of company 
and product data which should be 
explained to prospective salesmen. 

Company data includes such top- 
ics as history of the company, name 
of its owners, complaint and re- 


12 Cans of that Delicious 


GENESEE 


Lager Beer or 
12 Horse Ale 


THE GENESEE BREWING € 
100 watio A sr eocwestce 


“ ‘ 


o., Inc. 


NEW—Newspapers, radio, bus cards, 24- 

sheet posters and direct mail are sched- 

uled to promote the new Jenny-pac 12- 

can container for Genesee Brewing Co., 

Rochester, N. Y. The carton was de- 

signed by Rogers & Porter, Genesee’s 
agency. 


turns procedure, employe benefits 
and “how to fill out an expense 
account.” Product data covers his- 
tory of the product, use, specifica- 
tions, relative importance of each 
company on the industry, and 
method of manufacture of each 
brand. 

The booklet notes that sales- 
men are important on-the-spot 
agents for the company’s adver- 
tising and public relations pro- 
gram. 

Prepared by Philip W. Clark, 
marketing research specialist, it is 
available from the U. S. Chamber 
of Commerce, Washington 6, D. C., 
at 50¢ per copy. 


Publishers Elect Pollock 


Robert E. Pollock, general man- 
ager of the Sentinel-Mist, St. 
Helens, Ore., has been elected 
president of the Oregon Newspa- 
per Publishers Association. Walter 
W. R. May, publisher of the Ore- 
gon City Enterprise, is the new 
vice-president; J. W. Forrester of 
the Coos Bay Harbor is treasurer, 
and Carl C. Webb continues as 
secretary-manager. 


Brickcote to R. C. Smith 


Canadian Brickcote Co., Wind- 
sor, Ont., has appointed the Mon- 
treal office of R. C. Smith & Son 
to direct its advertising for a new 
cast-on brick finish. Direct mail 
and newspaper advertising in On- 
tario and Quebec will break soon. 


QUALITY REPRODUCTION IN... 


COLOR! 
PROCESS fi 


SEEING IS BELIEVING. Let us show you proofs of the 
finest process color plates, produced rgularly for the lead- 
ing advertising agencies, that have appeared in national 
publications. You are always assured of faithful repro- 
duction by highly skilled craftsmen whenever you use 
FAITHORN. This is an important part of FAITHORN Com- 
plete 3-in-] Service—Ad setting, Engraving and Printing 
—all under ONE roof. ONE contact and ONE order—a 


definite saving of your TIME, TROUBLE and MONEY. 


PHONE Whitehall 4 2300 
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Footnotes 


— By G. D. CRalIn Jr. 


n his able address at the recent 
meting of the Newspaper Adver- 
tis ng Executives Association in 
New Orleans, Felix W. Coste, vice- 
president in charge of advertising 
of the Coca-Cola Co., emphasized 
th’ importance of the company’s 
more than 1,000 bottlers in de- 
termining the kind of advertising 
employed locally to support their 
sales efforts. 

He did not discuss the relation- 
ship of the company to the bot- 
tlers’ promotion, however, and it 
is so interesting as to be worthy 
of comment, since it does not fol- 
low the usual 50-50 pattern em- 
ployed by so many manufacturers, 
especially in the appliance and 
hard goods field. 

Mr. Coste said later that the 
contribution of the company to ad- 
vertising placed by the local bot- 
tler runs all the way from 20 to 
80%. Even more unusual, how- 
ever, is the fact that the maximum 
allowance is given to the bottler 
na “poorer” territory—that is, one 
which has not been developed ade- 
quately from the standpoint of 
consumption of the nation’s favor- 
ite soft drink. 


s Coca-Cola doesn’t figure sales 
potential merely on the basis of 
volume, but in relation to the per 
apita consumption in the terri- 
ory. A bottler with well developed 
territory, where consumption ap- 
yroaches the maximum on a per 

‘apita basis, gets a 20% contribu- 
ion to his advertising bill for ap- 
yroved media—newspapers, radio, 
yutdoor—whereas one in an area 
vith low per capita consumption 
vould find the company paying 
our-fifths of his advertising costs. 

This method seems to have a 
solid basis of sound reasoning, 
since it is obvious that it is the 
indeveloped territory that needs 
pecial help, whereas the well de- 
veloped territory can afford to pay 
the lion’s share of its advertising 
ind promotional expense. Yet it 
s a method which is not gen- 
prally used, most companies think- 
ing in terms of equal sharing of 
rooperative advertising costs on a 
ber unit basis. 

Maybe that is one reason why 
Coca-Cola continues to forge 
head in building business for it- 
self and its bottlers. 


Sportstamp Names Weightman 

Sportstamp Publisher, Philadel- 
phia, has named Weightman, Inc., 
Philadelphia, to handle its adver- 
ising and sales promotion. News- 
apers, magazines, radio and direct 
ail will be used. 
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Metropolitan 


EORIA 


County Area 


OP. 229,000 
l 


IRST in ILLINOIS 


(Ex. Chicago Met. Dist.) 


n POPULATION 


URNAL STAR 
“eres 97,000 vais 


* Seles Management's Survey of Buying Power, 
Cope 1949, further reproduction not leensed 


at’l. Rep’s. WARD-GRIFFITH CO. 


Hocking to Displaymasters 


Bruce G. Hocking, display de- 
sign and production consultant, 
has joined Displaymasters, Inc., 
Minneapolis designer and builder 
of merchandising display units and 
convention booths. 


Tracy, Kent Appointed 

Tracy, Kent & Co., New York, 
has been appointed to direct the 
advertising for Gaffney Service, 
Inc., Kearney, N. J. Newspapers 
will be used. 


Varnell Joins Labatt 


John Labatt Ltd., London, Ont., 
brewer, has appointed J. D. Var- 
nell as director of public relations 
and marketing. His responsibilities 
also include Ontario and export 
sales and market research. 


OAI Transters O'Keefe 

Joseph D. O’Keefe, account exec- 
utive of Outdoor Advertising, Inc., 
New York, has been transferred 
to the company’s Philadelphia of- 
fice. 


Philco Promotes Shea 


Martin F. Shea, former manager 
of the car manufacturers division 
of Philco Corp., Philadelphia, has 
been appointed general manager of 
the entire division and will be di- 
rectly in charge of original equip- 
ment auto radio sales to the auto- 
mobile industry. 


Two Name Dunay & Rader 
W. B. Associates, New York, 

manufacturer of the Softol cuticle 

set, and Kurl-Mist, Inc., New York, 


hair spray manufacturer, have 
placed their advertising with 
Dunay & Rader, New York. 


$.S. SPECIAL 
FRISKET CEMENT 
$5.00pergal. $1.50perqt. 

ARTEX ARTIST 


RUBBER CEMENT 


$3.50pergal. $1 Meerat. 
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ECONOMICAL 


COMPLETE COVERAGE 


of the 


TOP TWO MARKETS 


on the 
PACIFIC COAST 


TO SELL the tor TWo MARKETS on 
the Pacific Coast—the biggest mar- 
kets West of Chicago—choose KH] 
and KFRC, key stations of the 
Mutual-Don Lee Network. 


KHJ and KFRC have over a quar- 
ter of a century of experience in 
selling products and services tothe 
Pacific Coast's two major markets. 
Put them to work selling for you! 
TO SELL the whole big Pacific 
Coast, your best radio buy is 
Mutual-Don Lee, the only net- 
work with a station in every one of 


the forty-five important markets. 


When you want the tor two 
MARKETS On the Pacific Coast, con- 
centrate on the two key stations of the 
World's Greatest Regional Network. 


KHJ KFRC 
LOS ANGELES SAN FRANCISCO 


Nationally represented by 
JOHN BLAIR & COMPANY 


; ; 


BROADCASTING SYSTEM 


SAN FRANCISC 
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Information for Advertisers 


No. 3342. Why Does Your Company 

Advertise in Trade Papers? 

Olsen Publishing Co. has issued 
this folder, which gives salesmen 
the story of trade publication ad- 
vertising and its advantages to a 
company’s sales force. Olsen pub- 
lishes National Butter & Cheese 
Journal, Ice Cream Review, The 
Milk Dealer, and Dairy Industries 
Catalog. 


No. 3343. A Study of Newspaper 
Reading Habits of 49,692 Food 
Shoppers. 

“What daily newspaper do you 
read regularly?” and “What is 
the one daily newspaper in which 
you are most likely to look for 
food advertising?” were the ques- 
tions asked in this study of news- 
paper reading habits in the Phila- 
delphia market, published by the 
ae Philadelphia Bulletin. Shoppers 

- were interviewed in 21 supermar- 

kets and in homes in areas around 
40 cooperative group stores. The 
report includes a breakdown of 
food advertisers who used the 
Bulletin in 1948. 


No. 3345. 1949 Factual Survey, 
Northern California Markets. 
A map of northern California 

trading areas, a tabulation of mar- 

‘ ket data and a report on newspa- 

per circulation in the trading areas 

are given in this folder, issued by 
the San Francisco Call-Bulletin. 


No. 3346. The West Is Different. 

Western Industry has published 
this file folder, which contains a 
7 presentation following the National 
Industrial Advertisers Association’s 
recommended form for media 
data; a circulation statement; rate 
card and other material. 


NOTE: Inquiries for items listed above 


100 E. Ohio St., Chicago 11, Il. 
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No. 3347. A Report on Advertising 
Linage First Quarter of 1949. 


Department store, total retail, 
national and total advertising lin- 
age is reported by the Philadelphia 
Bulletin in this new folder. 


No. 3305. The Primary Markets 
for Quality Merchandise. 


This book, prepared by the mar- 
ket research department of The 
New Yorker, deals with the 41 
“biggest and best” markets as the 
primary trade areas of the United 
States. Data is presented on popu- 
lation, retail sales, general mer- 
chandise sales, net effective buy- 
ing income, Cadillac and Lincoln 
new car registrations and New 
Yorker circulation for each of 
these trade areas, each of which 
is also shown on a separate map. 


No. 3336. Quad-City Employment 
Barometer, April, 1949. 


The Moline Dispatch and Rock 
Island Argus have available a re- 
port on the number of industrial 
firms and employment in the 
Quad-Cities: Moline, East Moline 
and Rock Island, Ill., and Daven- 
port, Ia. The figures are compiled 
from records of the Associated In- 
dustries of the Quad-Cities. 


No. 3291. Circulation Analysis— 
Market Report No. 106. 
Puck—the Comic Weekly has 
published this detailed state and 
county circulation analysis in 1,294 
key cities of 10,000 or more popu- 
lation. The tabulation includes 
number of families, Puck circula- 
tion, and the circulation of six 


Please send me the following (insert number of each item wanted) 


other national magazines. 


will not be serviced beyond August 22. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


SALES DEPARTMENT 


““A. A. REACHES MEN AT 


DECISION-MAKING LEVEL’’ 
Commenting on the fact that the same 


classified copy developed about twice 
as many inquiries from ADVERTIS- 
ING AGE as from another publication, 
| this advertiser said: “Evidently the dif- 
ference in the circulation of the two 
publications is that ADVERTISING 
AGE reaches a preponderance of men 
at the decision-making levels.” Cor- 
rect! That’s why your classified copy 
placed in these columns will not only 
get more response, but get the kind of 
response you want—inquiries from ex- 
ecutives who can close the deal at 
once! 


° lines. 


on multiple 


HELP WANTED 


insertions and 


ve wee “spaces” : . » > o P > & 
Copy deodline Thursday noon, " doys uate publicetal 
advertisements toke cord rote of $1075 per column inch. Regu 


display 


space over 5 inches apply on 


POSITIONS WANTED 


WANTED WRITER-SALESMAN 
We have an unusual opportunity for a 
young man who can write clearly and 
who has the personality for making oc- 
casional sales contacts. Journalism grad- 
uate preferred. Knowledge of home build- 
ing, architecture, or real estate an asset 
but not required. To the right applicant, 
this position offers a splendid and lucra- 
tive future with a well-established trade 
magazine publisher in a city of 175,000 
in midwest. 

Box 2546, ADVERTISING AGE 

100 E. Ohio St., Chicago 1i, Ti 


FRED J. MASTERSON 
ADVERTISING AND PUBLISHING 
PERSONNEL 
Executive—Creative—Adv. Sales 
Resumes confidentially considered 
185 N. Wabash FR 2-0115, Chicage 


ACCOUNT EXECUTIVE— 
This agency handles relatively small ac- 
counts. Average billing about $20,000 per 
account, more than 40 in the house. We 
insist on service, believe that is the 
way to build. Our rate commission unus- 
ually high. Congenial staff. Full recog- 
nition. National reputation. Medium size 
city, excellent place to live, fine place 
to raise children. Near Chicago. Our 
people know about this. Strict con- 
fidence. Write: 

Box* 2540, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Il. 


SPACE SALESMAN 
Consumer Publication 
George Williams Company—Personnel 
209 S. State St. HA-7-2063, Chicago 


4-A Ohio agency wants young woman 
copywriter experienced on food accounts 
and interested in developing into an as- 
sistant account executive. Excellent op- 
portunity for woman 30 to 35 who has a 
real flair for writing and the capacity for 
assuming administrative responsibility 
and considerable contact. Reasonable me- 
chanical knowledge of production and ad- 
vertising procedure required. Agency ex- 
perience desirable but not mandatory. 
Give full information and enclose recent 
photo. 

Box 2548, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


BUSINESS ADM: For Profs. Advertising, 
Accounting, Mgt., Mkgt., Retailing, etc. 
Masters - Doctors Degrees. Colleges - Uni- 
versities. Salaries to $7000. Cline Teachers 
Agency, East Lansing, Michigan. 


MEDIA DIRECTOR 
Fully experienced all phases. We want 
top man to take full charge Media De- 
partment. Medium sized New York Agen- 
cy. Excellent salary. Our employees know 
of this advertisement. 
Box 2555, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Advertising and Promotion Opportunity 
Leading Chicago publisher trade papers 
and catalogs seeks experienced man to 
promote annual catalog and directory 
units. Opportunity to become manager (or 
sales manager) of Catalog Department. 
Must know how to create catalog adver- 
tising units, prepare copy, preliminary 
layouts, follow through. Occasional field 
work with salesmen. This is no job for 
a hack! State age, experience, salary ex- 
pected, other details in first letter. 
Box 2550, ADVERTISING AGE 
100 E. Ohio St., t., Chicago 11, Ill. 


POSITIONS WANTED 


COPYWRITER. Promotional, direct mail, 
technical experience available for agency 
or industrial ad dep’t. Gen’l knowledge 
art, printing. 

Box 2551, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tl. 


Can You Use a One-Man Television Dep't? 
Background includes original programming 
ideas, script writing, complete produc- 
tion know-how (“live” and “film”). Can 
do effective TV selling. Also special writ- 
ing talents such as original music and 
commercial lyrics. Age 35. Complete in- 
formation and samples at interview. 

Box 2547, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, ml. 


CAPABLE ADVERTISING EXECUTIVE 
Qualified to be advertising manager or 
agency contact man. Can plan, write and 
economically produce complete campaigns 
designed to sell jobber, dealer and con- 
sumer—on a local or national scale. Have 
13 years diversified experience, includ- 
ing advertising managership and con- 
tact work. Now operate a one man agency 
servicing retail and small industrial ac- 
counts but curtailed budgets and my own 
limited financing force me to close shop. 
Opportunity more important than start- 
ing salary or location. Age 33, College, 
single, veteran. 

Box 2543, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, ill. 


AVAILABLE. 
COPY WRITER “OR COPY CHIEF 
Can “key” selling copy to fit product, 
market and agency policy—or follow 
your key—in any formula. Top agency 
experience in foods and other, products. 
Seasoned. Creative. Write: 

Box 2549, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ml. 


AVAILABLE SOON—DIRECT MAIL 
PRODUCTION MAN 
Competent editor, copy preparer, profes- 
sional proofreader; other useful skills. 
20 years’ experience; efficiency-economy- 
minded. Now with small Chicago agency; 
no further advancement possible. Able to 
leave city. $5,000 year minimum start. 

Box 2552, ADVERTISING AGE 
100 E. Ohio St., Chicago il, DI. 


DOUBLE YOUR MONEY BACK— 

if not pleased by my first week’s work. 
Young man rated “better than + gy 
aptitude by AAAA for every adv. job 
(except clerk). All-around experience (1 
yr. printer, 1 yr. mng. editor weekly pa- 
per, 1 yr. adv. prod., some copy & rough 
layout). Seeks work as asst. to AE or Adv. 
Mgr. or any work both you and I feel I’m 
able to handle. Salary: $80 with future, 
$160 without. Write now for one week 
double-your-money-back trial. Box 121B 
Lefferts, Brooklyn 25, N. Y. 


CREATIVE ARTIST/DESIGNER 


Young and ambitious, but stymied iin pres- 
ent position. Broad exp. in layout, point- 
of-sale, packaging, etc. Mostly top nat’l 
accounts. Crisp neat visuals, and some 
fin. art and lettering. 6 years sound prac- 
tical background. Know production. Fa- 
miliar with latest trends and materials. 
Married, child. Desire pos. with manu- 
facturer, P.O.P. display mfr., or agency. 
Now in Chicago, but will locate any- 
where for right position. 

Box 2557, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 

~~ PUBLICITY WOMAN, EDITOR 
—seeks house organ or business paper 
edit. job, publicity work, or combina- 
tion. 10 yrs. nwpr. edit. exp., 4 yrs: 
publicity, mag. edit. Univ. grad., age 
37, single. Free to travel. Excellent 
references. 
Box 2556, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, II. 
SAGE GREEN copy cub wants Phila. 
free lance you’re too busy to handle. 

Box 2560, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


with this company. 


Qualifications: Impressive record 


185 N. Wabash Ave. 


POINT-OF-SALE 
DISPLAY SALESMAN WANTED 


Leading manufacturer of 3-dimensional molded displays, packaging and 
merchandising devices, offers splendid opportunity to top-flight producer 
to cover Middlewest with Chicago as his headquarters, working exclusively 


material to national advertisers; creative with ability to make rough visuals; 
advertising and merchandising minded; capable of earning $10,000-$20,000 
per year. Reply in strict confidence with full details to: 


FRED J. MASTERSON 


Advertising and Publishing Personnel 


of accomplishment selling display 


Chicago, ILL. 


POSTER 


ry nee 
e 


fe te 
ELECTRICS 


Atlantic 


The World’s Playground @ 


No traffic distractions to disturb these 


consumers as they ABSORB 


SAGE day and night while leisurely 
strolling the Boardwalk — the longest 
and widest pedestrian thoroughfare in 


the world. 


May We Serve You? 
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POSITIONS WANTED 


Space Salesman available. Sales last y: a; 
$80,000. Go-getter, college graduate. W .|) 
known in Chicago area. 
Box 2530, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Ill. 


Space Buyer-Outdoor Advertising 
Is equipped with four years of perso: ,| 
contact with all Eastern Outdoor Adv 
tising Companies. Planning and comp 
tion of Outdoor campaigns is my vocati 
Box 2558, ADVERTISING AGE 
1l E. 47th St., New York 17, N. Y. 


ef 


ART DIRECTOR OR ASSISTANT 
10 yrs. experience creative layout, acs, 
direct mail, newspaper, folders, po 
of sale displays & pkge design. Desire p - 
sition with progressive agency or mfg. 

Box 2559, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


REPRESENTATIVES WANTED 


PUBLISHER’S REPRESENTATIVE 
Established Trade Paper publisher nee js 
good publisher’s representative in Bvus- 
ton, Chicago, Cleveland, New York, Los 
Angeles, for new monthly Television 
publication. Amply financed, thorough|y 
proved, hard-hitting, aggressive — i- 
zation will back your own efforts. 
all details to: 

Box 2554, ADVERTISING AGE 
100 E. Ohio St., Chicago 11, Tt. 


* “REPRESENTATIVES AVAILABLE 


— 


NEW YORK Space Rep. int. another pub. 
Old-timer offers sales, plus trade or indus- 
trial copy ability. Commission. 
Box 2553, ADVERTISING AGE 
tt E. 47th St., New York 17, N. Y. 


~~ MISCELLANEOUS 
FINE AGRICULTURAL ART 
Jehn Andrews 1504 Dodge, Omahks, Nebr. 


Editor 


For a Professional 
Monthly Magazine 


One of our clients has what | consider 
@ good opportunity for the right kind 
of man. W Whatever the title the job is 
essentially that of managing editor’. 
It calls for creative ability—not so 
much writing as supervising produc- 
tion, art, layout, etc. and knowledge 
of how to present material to best 
advantage. Experience in medical 
field helpful. Age between 30 and 45. 
No politics involved—no_ internal 
problems. All communications con- 


fidential. 


R. O. EASTMAN 


THE EASTMAN RESEARCH 
ORGANIZATION 
22 East 40th Street 
New York 16, N. Y. 


(Replies will be acknowledged by 
client only.) 


SALESMEN 


ONLY MEN OF HIGHEST CALIBER 
WILL BE CONSIDERED 


Unusual openings available for 
limited number of men in various 
metropolitan cities, including Dal- 
las, San Francisco, Detroit, 
Rochester, Boston, Portland and 
others, to represent one of Amer- 
ica's largest producers of interior 
signs. Must be capable of con- 
tacting leading firms in every in- 
dustry. Individual orders amount 
to $15,000 to $25,000. Presently 
serving such nationally known 
firms as General Electric, General 


Motors, Johns Manville, RCA and 
many others. Unless you can qual- 
ify 100%, please do not apply. 
Write President, Ohio Advertising 
Display Company, P.O. Box 1236, 
Cincinnati, Ohio. 

? 


WANT A COPYWRITER’S COPYWRITE: 


You'll recognize the sound thinking and s re 
ability of this man. Has planned and crea 2d 
complete merchandising and advertising f 0° 
grams for industrial, men's wear, radio, fu 1 
ture, photographic, home heating, applia ce 
and other regional and national accounts » th 
billings as high as $1,000,000. Present «- 
stricted situation makes change to medium 
large agency desirable. 35, married. Chicc 
preferred. Box 7402, ADVERTISING AGE, 00 
E. Ohio St., Chicago II, Ill. 


LAYOUT ARTIST 


At least six years’ experience in origi 4 
layout work. Excellent working con |i 
tions and many qn 4 benefits w ‘ 
progressive Chicago, southwest side m: " 
ufacturer. Give salary, references « \¢ 
experience. 

Box 7403, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 
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Eantam Books Will 
Start Best Seller 
List Promotion 


New Yorx—Bantam Books will 
begin a new point-of-sale promo- 
tion July 20 when it introduces 


the “best seller” principle into 
the 25¢ book field. 
The company will distribute 


point-of-sale material and special 
racks to dealers, along with the 
news that at least 100,000 or more 
copies of its eight best sellers 
will be moving through news- 
stands monthly. 

The first best seller list, for 
July and August, includes “The 
Stranger,” “The Other Room,” “My 
Sister, My Bride,” “My Flag Is 
Down,” “Stranger in Paris,” “Chi- 
nese Room,” “Nevada,” and “Lady 
Godiva and Master Tom.” 

Bantam’s decision represents a 
sharp change in tactics for the 
field, because previous practice of 
publishers has been to rely on 
cumulative figures. 

It has the advantage of getting 
space for fast-moving books, 
which is a problem as newsstands 
become increasingly cluttered and 
issues move more slowly. It has 
a disadvantage, too, because it 
shows the books which are not on 
the best seller list; in the news- 
dealer’s argot, “this shows up the 
dogs.” 

Bantam books on the list will 
carry a best-seller seal—possible 
because the company’s testing 
methods permit reprinting fore- 


Will Go Anywhere 
Latin-America Foreign 
TOP-NOTCH ADV. MAN. 
WORKING ART DIRECTOR 
PRODUCTION — CONTACT 


Thirty-nine. 20 years’ experience 
in all phases of advertising. Has 
reputation for accomplishing the 
impossible and is able to back up 
all claims. Creative layout and 
finished art. Production, Copy and 
media, trade and consumer. “Proven 
ability to sell, contact, service. 
No prima donna, no yes man. Just 
a guy who knows his business and 
wants lots of responsibility. 

Box 7401, ADVERTISING AGE 

100 E. Ohio St., Chicago 11, Ill. 


Walter Lowen 


PLACEMENT AGENCY 
. 

Headquarters since 1920 for 
ADVERTISING AND 
MARKETING PERSONNEL 
Executives Copy Art Office 


| Public Relations 
A wealth of highly qualified advertis- 
ing talent is available to you through 
our office. Most of the positions listed 
—_ us are filled direct from our active 
files. 
Write now for a free copy 
of our new booklet 


420 Lexington Avenue 


New York 17, N. Y. 
MU 9-2630 
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SALES MINDED 
AD MAN SEEKS OPPORTUNITY 


Jriginator, writer, administrator. 
3raduate Missouri U. Journalism 
school; 29, married. Because we have 
1ad to reduce our staff we are losing 
his able young advertising man. We 
‘ecommend him for an aggressive 
wency or manufacturer. Box 7400, 
ADVERTISING AGE, 100 E. Ohio St., 
Chicago 11, Ill. 


| If the doctor has advised a warm, dry cli- 


mate for you or a member of your family 
- of, if you yearn for life in the great 
open spaces, there's a job in 
TUCSON, ARIZONA 
Top-quality monthly magazine needs top- 
quality ad space salesman who is normally 
too big a man for our small organization 
. but is willing to exchange his big job 
for ‘sunshine, mountains, desert and a new 
start in the land of o portunity. 
If this fits you, please write or wire 
(state background in detail) to 
Walter Hartwig, Publisher 


The Magazine Tucson, Tucson, Arizona 


P.S. Only @ hard worker need apply! 


casts in time to make the jacket 
change (AA, Feb. 14). 

Of Bantam’s 77,000 dealers, 
about one-third will eventually 
get special racks and point-of- 
sale posters, and probably only 
25% of the total number will have 
the merchandising aids in the be- 
ginning. 


Doremus Elects Murtfin V. P. 


Howard J. Murfin has been 
elected a vice-president of Dore- 
mus & Co., New York. He has 
been with the agency since 1927, 
with the exception of four years 
when he was in the Navy as a 
lieutenant commander. 


‘Redbook’ Promotes Balmer 


Edwin Balmer, editor for 22 
years, has been named associate 
publisher of Redbook, New York, 
and Wade Nichols, formerly editor 
of Modern Screen, has been named 
editor-in-chief. Both appointments 
are effective Aug. 1. 


NAB’s File Cards 
List Advertisers 
with Co-op Plans 


WASHINGTON—The National As- 
sociation of Broadcasters made the 
first mailings to member stations 
last week of 5x8” file cards sum- 
marizing cooperative advertising 
plans of hundreds of national ad- 
vertisers. 

Six months in preparation, the 
cards are the beginning of a con- 
tinuing and expanding service, ac- 
cording to Maurice Mitchell, di- 
rector of the Broadcast Advertis- 
ing Bureau. 

The cards are a successor to and 
improvement on “Dealer Cooper- 
ative Radio Advertising,” a book- 
let listing co-op advertising plans 
of hundreds of companies, issued 
by NAB last year. 

Information about each manu- 


facturer or distributor who op- 
erates dealer cooperative advertis- 
ing plans will be imprinted on a 
separate card, indexed by type of 
merchandise, Mr. Mitchell ex- 
plained. Cards will fit standard 
filing drawers, and will have 
space on the back for records of 
calls. 


Reliable Machine Works 
Launches New Campaign 


Reliable Machine Works, Brook- 
lyn, manufacturer of fur process- 
ing machinery, has launched a new 
campaign directed to department 
stores interested in setting up their 
own fur cold storage vaults. 

Working through M. R. Johnson 
Advertising Agency, Philadelphia, 
the Reliable company has doubled 
its advertising appropriation for 
the remainder of the year. The 
company is using Daily News Rec- 
ord, Frazier’s Fur Fashions, De- 
partment Store Economist and di- 
rect mail. 


57 


Amole Named Director 


Gene Amole, announcer at Sta- 
tion KMYR, a member of the Co- 
lumbine Network, comprised of 
seven Colorado stations, has been 
appointed director of the net- 
work, succeeding Joseph C. Mc- 
Grane. 


WHAT’S GOING ON? 


clipping service for ommeeine rm 
publicity, for making r 
market studies, for maintaining com 
petitive advertising files and 
yeloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” telis the whole story 


BACON'S CLIPPING BUREAU 
BUSINESS 


GENERAL 
MAGAZINES 
Chicago 4 


FARM 
PAPERS * PAPERS 
343 So. Dearborn St 


and Scotchlite” 


ADVERTISING COMPANY 


HIGHWAY DISPLAYS | 


REFLECTIVE SHEETING 


Every hour of every day—and every night—thousands 
and thousands of motorists are in a perfect position 
to be sold your product. 


These people just can't help being exposed to the 
more than 90,000 highway displays now being main- 
tained from coast to coast by National Advertising 
Company—by far the biggest and best organization of 
its kind in the nation. Best of all, National Advertising 
can now offer the day and night impact of “Scotchlite” 


*Reg. Trademark of Minnesota 
Mining & Mfg. Co., St. Paul, Minn. 


Colle 24 a, a = 


Reflective Sheeting on any highway display program. 
“Scotchlite”, as many of America’s smartest adver- 
tisers have learned, is the identifying brand name for 
the unique reflective sheeting that puts glowing life 
into your selling message at low cost. 


For all details of any type highway display program 


—for any product—anywhere 


in America, write or 


telephone National Advertising Company, Waukesha, 


Wisconsin (Successor to Lee 


WAUKESHA, WISCONSIN 


Larson & Company). 


ional Advertising Co. 


NAMES THAT GO NATIONAL—Alemite * American Broadcasting Company © Auto-Lite * Buick © Burd Piston Rings ©@ Chevrolet @ Chrysler 
Cooper Tire © Dayton Tires © Devoe & Raynolds Paint ¢ Dodge-Plymouth ¢ Du Pont ¢ Evinrude Motors ¢ Fisk Tires ¢ Ford © Fox Head Brewery 
Glidden Paints © Hudson ¢ International Shoe Company © Kaiser-Frazer @ Lincoln-Mercury © Miller Brewing © Mohawk Tires © Nash © Oldsmobile 
Pennzoil ¢ Pepsi-Cola @ Philco © Pontiac © Pyrofax © Quality Bakers of America © Seiberling Tires © Society Brand Clothes © Studebaker 
U. S. Tires © Willys-Overiand, and other sectional and local advertisers. 
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Getschal and Ash Form 7 , ] unusual. The brochure is intended ? ete | D 
New Advertising Agency Magazines Services to help the moderate-budget ad- d ol 
Budd Getschal, formerly vice-| to Advertisers vertiser, it is said, and it offers . P ol 
president of Stuart Bart & Get- small advertisers valuable infor- 2. CG 10 AHS OnnWe} \ 
schal, and Richard Ash, previously Shown in Booklet mation on facilities available. in E 
general manager of Blaine-Thomp- Magazines represented in the Havi tly thumbed th h . { Curtis’ C i 
son Co., have formed a new adver-| New YorK—To enable maga-| almanac are Charm, Collier's, aving recently thum rough an issue of Curtis’Coun- | NE 
tising agency, Getschal & Richard.| zine advertisers to obtain greater | Cosmopolitan, Esquire, Fortune, try Gentleman, Your Teleradio Man was prompted for rea- | ff 4 ave 
Offices have been set up at 49 E. sales impact from their advertis-| Glamour, Harper’s- Bazaar, Ladies sons of contrast to listen through NBC’s 22-year-old | Farm \ ppm te 
51st St., New York. , : : : : ; and Home Hour,” of which Allis-Chalmers tractors is cur- ) , 
: : ing without materially increasing| Home Journal, Life, Look, Made- , é ‘ nitte 
Mr. Getschal will be president . - ; “tse rently an exceedingly unobtrusive sponsor. Whereas we \ : 
and Mr. Ash, vice-president of the | ©°StS, the Rockmore Co., adver-|moiselle, Mademoiselle’s Living, nought th . Pho gern 4 ” oe : ? vertis 
agency. s tising agency, in cooperation with | McCall’s, Parents’ Magazine, Red- t — t <4 oe 7. oe quite a lot, ow ‘ ship, 
22 national magazines, is distrib-| book, The Saturday Evening Post tctee’ thes ¥ ua are a “A < t ergo - aa } finan 
Shappe-Wilkes Adds 2 uting a “Merchandising Almanac,” | Seventeen, Bride’s Magazine, Town . ae denen See prey ean aware eee ele 
Shappe-Wilkes, New York, has| Which is said to be the first time|& Country, Vogue, Woman’s Day cnangec in - ie . Bue’ . , “ymp 
been appointed to handle the ad-|that the merchandising services|and Woman’s Home Companion. The show still “originates” in Chicago, but gets its main |} ‘o dev 
vertising of Alkon Photo Products,| which magazines make available elements from Washington to which it switches 3 or 4 times use O 
moms, Seek, gy gg - f —-« to advertisers have been incorpor-|Heads New York BBB per broadcast for talks, agricultural headlines and weekend The 
metal cut-film holders, an D| ated in a single volume H farm price roundups, all provided by the U. S. Department the e 
ugh R. Jackson, formerly ex- Pp ps, Pp by p ee 
ees Brooklyn, ym agen The services listed cover a wide aout vice-president, has been of Agriculture. Chicago’s contributions are musical—Sousa John 
. SERED ORS CRS aN range of promotional activity.| elected president of the Better marches, cowboy laments, staff quartet spirituals. New 
Gectronic parts. Plans are being Wh ossible, these have been| Business Bureau of New York Me 
made for trade publication, class =e P a broad| City. He succeeds John C. Wood The information provided to farmers is undoubtedly useful . 
publication and television adver-| broken down into oy a th president of Brooks Bros., who be- and indeed indispensable.One also would be inclined to guess pemmapes 
tising. Classifications: the usual and the| «nes chairman of the boerd. Mr. that if the Department of Agriculture largely “makes” this Consc 
Jackson will serve also as chief radio show, the radio show during two decades has also made chain 
— executive officer of the bureau. the department. It’s certainly one of the most interesting ex- } pe me 
amples of private business and government in double harness. pr 
122,300 families Farrand Joins ‘SEP’ . ; . Fenst 
, It may well be that your Teleradio Man is so far off his mana 
s end $371 $71 000 Robert K. Farrand, formerly regular beat that he’s putting his foot in it. Still, as an ex- annot 
v v sales manager of the slide fastener : : : 
re a : Aivision: Patent Button Co.. New perienced adman, he cannot hold back the question which The 
cs 122,300 families live in Fort Wayne and its York, has joined the advertising this new sampling stirs: Does some law, custom or psychol- by G 
ABC Retail Trading Area. Total Retail Sales in and promotion department of The ogy of farm radio or the Department of Agriculture require a MacL 
1948: $371,871,000. Food: $80,725,000; Gen. Saturday Evening Post, Philadel- total absence of either brightly written and/or brightly read feren’ 
Mdse: $48,833,000; Drugs: $10,284,000; Furn- phia, as department store mer- copy? This broadcast cries for professional writers in the differ 
- House-Radio: $16,191,000. (Sales “anagement). chandising and promotion spec- service of agriculture rather than agriculturists in the throes ; vertis 
ee It's Indiana's ‘Golden Zone” market! ialist. of literary composition. The sober, unvarying, flat sequence types 
rs ; . of sentences is definitely third-rate radio. We cannot believe sults; 
tsi renee Be SF rm Rang acted Genet Joins Rubinstein that farmers are so different from others that they would more 
, e Reve pwr <5 ney “ines not appreciate copy in farm information at least on a par kind | 
ClAteG WIR Snizebetn AFGen, Has with, to cite one farmer favorite, Lowell Thomas. organ 
e etys = en ime been appointed executive assistant . 
Fr Indi to Mala Rubinstein, director of Allis-Chalmers is hardly a General Foods or Procter & their 
ort Wayne, Indiana salons of Helena Rubinstein, Inc., Gamble in radio Know-how, but that’s still no reason for ac- E. | 
/.LLEN-KLAPP CO. . . NEW YORK .. CHICAGO . . DETROIT New York. Miss Genet will have cepting this tired “sustaining” quality of script and produc- ell, h 
<harge of salon schools. tion. ing 
whict 
~ circul 
Wilson Joins Fawcett Adds Kenneth Brown # Po 
Robert B. Wilson has joined the| Kenneth W. Brown Jr. has been rye 
eastern sales staff of Mechanix| appointed eastern staff associate, at 
Illustrated, a Fawcett publication.| with headquarters in New York, grow' 
Formerly he was with the Home|by Modern Materials Handling, to ex 
Craftsman Publishing Co., New/|Boston. He formerly was associated such ; 
York. with the Industrial Publishing Co., and r 
Cleveland. and ir 
Opens San Francisco Office ; produ 
Seri-Print Co., a firm special- Sealright Names McNamara units. 
izing in point-of-purchase dis-| R. Reid McNamara has been ap- ford, 
plays, has opened an office in San| pointed general sales manager of ster, | 
Francisco at 231 Stevenson St.|Sealright Co., Fulton, N. Y. For- Scott, 
Frank Craig is manager. merly he was the company’s dis- Regic 
trict manager in Chicago. name 
Fawcett Opens L. A. Office Cleve 
_ DOMINEXES Fawcett Publications has opened | Byron Named Treasurer Coast 
yy, f=) -S an advertising sales office at 643 Fred Byron has been named An 
Fad aE ROSPEROVS S. Flower St., Los Angeles. H. P.| treasurer of Guild, Bascom & Bon- comm 
Houston is in charge. figli, San Francisco agency. Williz 
graph 
... Life in the production department 
| 
SROs TN, | 
“Joe, I still say you get the best ‘strip’ job in Chicago 
at Lake Shore Photo Engraving Co.” 
Our “‘strippers’’ work day and night, too. 
LAKE SHORE | 
PHOTO ENGRAVING CO. | 
We, too, can give you flush mounted plates 
Paul W. Morency, Vice-Pres.—Gen. Mgr. Walter Johnson, Asst. Gen. Mgr.—Sales Mgr. 160 E. Illinois St., Chicago 11 * Phone SU. 7-8216 « Day, Night and Saturday Service | 
WTIC's 50,000 WATTS REPRESENTED NATIONALLY BY WEED & CO. 
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20PAI Appoints 
Committee Heads 
in Expansion Plan 


New YorkK—Point of Purchase 
Advertising Institute has an- 
10unced appointment of new com- 
nittees on research, publicity, ad- 
vertising and speakers, member- 
ship, advertising agency relations, 
finance, another for a September 
yuting, and one for the annual 
symposium and exhibit next spring 
‘o develop more and more effective 
use of the display medium. 

These groups will work with 
the executive committee and with 
John Palmer, Palmer Associates 
New York, president of PoPAI. 

Members of the 1950 symposium 
committee are Walter J. Ash, 
Consolidated Lithograph, general 
chairman; King Gould of PoPAI 
executive cha:rman; Mr. Palmer 
prograrn chairman, and Harry 
Fenster, I. Fenster & Sons, floor 
manager. Subcommitiees will b 
announced soon. 

The research committee, headed 
by George Kindred of Kindred 
MacLean Co., will study, for dif- 
ferent product fields: “(1) The 
different problems con‘ronting ad- 
vertisers and ourselves; (2) What 
types of displays get the best re- 
sults; (3) How to make displays 
more effective in selling; (4) What 
kind of displays dealers and chain 
organizations want and will use in 
their stores.” 

E. K. Whitmore, Oberly & New- 
ell, heads the publicity, advertis- 
ing and _ speakers’ committee 
which, among other things, wil! 
circulate display “success stories.’ 


s PoPAI membership has grown 
from 42 companies a year ago to 
85 at present, and a membershir 
growth committee is making plans 
to expand it to 125, to include 
such suppliers as makers of presses 
and machinery, paper, board, fcil 
and ink; varnishers and gluers, and 
producers of plastics and motion 
units. Co-chairmen are Jack Gaf- 
ford, ADVERTISING AGE; Harry Fen- 
ster, I. Fenster & Sons, and Lester 
Scott, U. S. Printing & Lithograph 
Regional chairmen have _ been 
named for the Boston, Chicago 
Cleveland, Philadelphia and West 
Coast areas. 

An advertising agency relations 
committee has been named, with 
William Zindel, Continental Litho- 
graph, as chairman, to work out 


onan 


Want your advertising in a choice 
spot like this? Then print it on © 
Mystik . . . the patented printing © 
material with the self-adhesive back. — 
MysTIK is easy to ne up... just © 
it in place. Peels‘ off easily. 


ress { 
Mivern can be printed and litho- — 
graphed in colors, die-cut to all 
shapes and sizes. Your salesmen get — 
Mystik ads up easily! 


methods of getting the display 
“story over to the agency group.” 
Volunteers for the committee are 
being sought from each section of 
the country. 

Mr. Whitmore of Oberly & New- 
ell heads a September country 
club outing committee, and Al 
Rode Jr., treasurer of PoPAI, the 
finance committee. 


St. Paul Adclub Elects 


E. T. Homgren, Melamed-Hobbs, 
Inc., St. Paul, has been elected 
president of the Advertising Club 
of St. Paul. Other officers are: 
Arnold M. Niemeyer, Niemeyer & 
Associates, vice-president; Ken- 


neth Lindley, Wood Conversion 
Co., secretary, and Carroll J. 
Brown, Green Engraving Co., 


treasurer. 


2 New 4A’s Units 
Formed in Far West 


New YorK—Two new chapters 
have been organized by the Amer- 
ican Association of Advertising 
Agencies, bringing to 13 the total 
of Four A’s units. 

The Rocky Mountain chapter has 
been established in Denver, where 
no such unit has existed since 
1942. Officers of the Denver chap- 
ter are Cecil R. Conner, Conner 
Advertising Agency, chairman; 
Harold Walter Clark, Harold Wal- 
ter Clark, Inc., vice-chairman, and 
Carl A. Salstrand, Ball & David- 
son, secretary-treasurer. 

The second chapter was organ- 
ized in Spokane, with these of- 


ficers: Charles R. Devine, Syver- 
son-Kelley, chairman; J. Walter 
McLean, Tomowske Advertising 
Agency, vice-chairman, and Ver- 
non L,. Carey, Pacific National 
Advertising Agency, secretary. 
This chapter is an outgrowth of the 
old Washington chapter, which is 
now called the Puget Sound chap- 
ter. 


Father's Day Gets $150,000 


The executive committee of the 
Father’s Day Council has okayed 
a budget of $150,000 for the 1950 
Father’s Day promotion. The sum 
will be raised by voluntary sub- 
scriptions from manufacturers and 
retailers of men’s merchandise. 
An important part of the 1950 
campaign will be devoted to in- 
doctrinatirg “merchants who have 


59 


allowed Father’s Day to come and 
go each year without taking any 
interest themselves in the great 
power of this event to sell goods 
for them.” 


iF YOU WANT 


SELLING 
COPY 


® use an experienced ® 


* MAIL ORDER ®° 
ADVERTISING AGENCY 


ARTWIL COMPANY 
22 W. 48 St., New York 19 


OMAHA, 


Represented by FREE & PETERS, INC. 


NEBRASKA 


General Manager, HARRY BURKE 
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NBC Names Coe TV 


Program Development Head 

Frederick Coe, who joined Na- 
tional Broadcasting Co., New York, 
in 1945, and directed many of the 
network’s programs including the 
“Philco Television Playhouse,” has 
been appointed manager of new 
program development for the NBC 
television program department. 

Mr. Coe will be responsible for 
creating new ideas and determina- 
tion of all types of new video pro- 
grams at NBC. He will continue to 
supervise the Philco series. Prior 
to joining NBC television he di- 
rected radio dramatic works at 
WSM. 


Burdick Forms Corporation 
Edward H. Burdick, designer of 

the Freedom Train, and formerly 

president of Diorama Corp. of 


America, has organized a new 
company to be known as Edward 
H. Burdick Associates, with offices 
at 201 E. 57th St., New York. The 
new company will specialize in 
the use of design to achieve a 
three-dimensional showmanship in 
sales promotion, merchandising, 
and visual public and labor re- 
lations. Walter Jagemann, formerly 
with Joseph Urban, Norman Bel 
Geddes and Jo Mielziner, is as- 
sociated with Mr. Burdick. 


To Boone, Sugg. Tevis 


Boone, Sugg, Tevis & Walden, 
San Francisco, has been named to 
conduct a farm publication cam- 
paign for Wilbur-Ellis Co., San 
Francisco, co-distributor of mo- 
lasses dried beet pulp, a livéstock 
poultry feed, produced by Spreck- 
els Sugar Co. 


7o Sel 


tn the Canton, Obio, market 
L? 


center laden with smoke, soot, grime . . 


it’s easy to sell detergents and cleansers here. 


2. PAYROLLS ARE STABILIZED by over 200 diver- 
sified industries, with eight of the world’s largest among 
them . . . yet Canton is shopping center for Ohio's most 


thickly populated farm area. 


3. A ONE NEWSPAPER MARKET, The Canton 
Repository daily and Sunday influences the buying habits 
of 94,000 families in the trading area. Check with Story, 
Brooks and Finley; move in for the year ‘round clean-up. 


"Seles Management Survey of Buying Power, 1948. 


' . and one of 
Ohio's hardest water conditions (28 grain). No wonder 


‘ 


James D. Woolf Talks... 


Salesense in Advertising 


Registered 


successes. 


What Makes Business Boom 


It is the wants and NOT the 
needs of the people that have cre- 
ated America’s famed standard of 
living. 

Our needs are few: a half-dozen 
basic foods, a fire to cook our foods 
and warm our bodies, simple gar- 
ments to clothe us, a roof over our 
heads to shelter us. 

We do not need such luxuries 
as ready-prepared baby foods, 
lobster paste and canned mush- 
rooms, but we want them. We do 
not need such items of gracious 
living as imported perfumes and 
television and air conditioning and 
a sterling silver coffee set, but 
these are things we want. 

The biggest reason of all why 
America is busy and prosperous 
is the multiplicity of our wants. 
Sixty million people are gainfully 
employed today because we want 
so much more for easy, pleasant 
living than we actually need for 
our survival. 


Our Wants Are Acquired 

We have more wants than any 
other race on the face of the earth. 
We want a multitude of aids to 
luxurious living—radios in our 
motor cars, frozen orange juice, 
vacuum cleaners, electrically-heat- 
ed blankets, color cameras, instant 
cake mix, vacuum-packed coffee, 
vitamin-fortified dog food—aids 
that millions upon millions of other 
people in other nations are only 
vaguely aware of. 

These wants of ours are ac- 
quired and were unknown to the 
cracker-barrel America of our 
grandfathers. We have acquired 
them largely because we have been 


| exposed to a force that, more than 


any other single thing, has given 
America the highest standard of 
living in the world. 

That force is, of course, Amer- 


James D. Woolf, famed copywriter and 
former vice-president 
Thompson Company, 
monthly series of discussions on tested 
ideas and basic advertising principles. 
While the series is aimed primarily at 
the small business man who may be a 
neophyte at advertising, AA readers will 
find instruction and entertainment in the 
discussions and sidelights on advertising 


of J. Walter 
is writing this 


ica’s fabulous brand of salesman- 
ship—the salesmanship of the 
traveling salesman, the canvasser, 
the store clerk, the radio huckster, 
the ad writer, the easy-payment 
plan. 


Your Best Insurance 

Are your sales a little off? Or, 
if not, do you fear they are going 
to be? Have you been wondering 
if you should lay off a salesman 
or two? Are you thinking of cutting 
out your advertising? 

Economists find business slumps 
hard to explain. But this much is 
obvious: A recession of business 
is simply a recession of the peo- 
ple’s wants. Mom decides she can 
make out very nicely with her old 
ice box, Pop concludes he doesn’t 
have to have that fancy new trout 
rod after all, and Junior doesn't 
really need that promised color 
camera. “We'll wait and see,” says 
Pop. “You never can tell.” 

If your community is jittery, or 
if you are guessing that maybe it 
soon will be, there are two things 
you can do: (1) You can decide 
that America’s brand of salesman- 
ship has lost its magic, and that 
you’d better hole in and hibernate 
for the duration; or (2) you can 
decide that your best insurance is 
more and NOT less salesmanship. 


Our High-Pressure Economy 

Let us not deceive ourselves. 
Ours is a high-pressure economy. 
Take the pressure off and our 
wants recede, our standard of liv- 
ing deteriorates. But I see no sen- 
sible reason to take the pressure 
off; no reason, that is, but loss 
of faith on the part of American 
business in the force—the high- 
pressure force—that has done so 
much to make our nation the most 
prosperous on earth. 

Does the reformer say it is a 


ized advertising job. 


Pepito is a nice lad from the town 
of Batangas, Batangas province, on 
the island of Luzon. He speaks 
Tagalog, the Philippine's leading 
dialect. Every other week he waits 
for his favorite magazine, printed 
in the language he can read. 


PILIPINO KOMIKS does a special- 


and girls greatly influence the buy- 
ing habit of their parents. 

The RAMON ROCES Group con- 
sists of nine publications among 
which are the EVENING NEWS, 
leading afternoon newspaper, and 
the LIWAYWAY, leading Tagalog 
weekly. The others are printed in 
native dialects. Together they make 


DOES HE READ YOUR ADVERTISEMENT? § 


thernmost part of Luzon 


Filipino boys 


pine markets. 


BERT CAPOTOSTO., 
Avenue, 
Murray Hill 8.4777, 


Ramon Roces Pusucations « 


MANILA * PHILIPPINES 


The Evening News ¢ The Evening News JZaemaay MAGALINE 
LIWAY WAY ¢B annawag ° Bisayd-HIUGAY NON *KISLAP 
PARUPARO * AiZpine KOMIKS 


up the only group to reach effec- 
tively Filipino buyers from the nor- 


Mindanao. The RAMON ROCES 
Group covers them all by dialect 
sectors and buying groups with 
readership of over 2,000,000. 

Issue one space contract, supply 
English language mats or cuts and 
your advertising will appear in the 
leading English evening paper and 
the dialects in all important Philip- 


Consult your advertising agency or 
write for further details to our 
United States Representative: AL- 
270 Park 
New York City, Tel. 


down to 


social wrong to high-pressure ow 
people? Wrong? Why? How man) 
of us—except the fellow traveler— 
would trade our way of life fo: 
any other on the face of the earth’ 
The American brand of salesman- 
ship has given us cleaner teeth 
and enlightened hygiene. Is that 
wrong? It has given us dozens of 
devices that have made electricity 
the housewife’s servant. Is that 
wrong? It has given us sanitary 
plumbing and food that is safe 
against contamination. Is_ that 
wrong? It has given us insulation 
and air conditioning and scientific 
heating for our homes. Is that 
wrong? It has given us the most 
immaculate, well-groomed, best- 
read, smartest-looking women on 
God’s green earth. Is that wrong’ 
It has lightened our lives with 
motor cars and radios and movies 
and Cokes and candy bars. Is that 
wrong? 


The Time for Faith 


Is it likely that the American 
people will revert to the few ele- 
mentary necessities of life? Is our 
capacity for wants likely to be- 
come a shrunken thing? Nonsense! 
No sensible business man believes 
that. But it is not nonsense to be- 
lieve that a substantial recession 
of our wants is probable if and 
when we take the pressure off. 

Our standard of living is high 
not because we are a race of 
superior human beings. We are not 
endowed at birth with a greater 
natural capacity for wants than 
our Pilgrim fathers or the African 
savage. We have been educated 
and conditioned by high-pressure 
salesmanship to want the gadgets 
and doodads and improvements 
and refinements that make our 
life so easy and pleasant. 

Are our people jittery, beginning 
to spend their money cautiously? 
The greater the need then for 
high-pressure salesmanship. Only 
by maintaining our standard of 
living can we uphold our high 
level of prosperity and national 
well-being. The time for faith in 
the American system is NOW. We 
look out upon a wonderful scene. 


Chevrolet Dealers to Sponsor 
‘Pantomime Quiz’ Next Fall 


Local Chevrolet Dealers Asso- 
ciation, New York, will begin spon- 
sorship of “Pantomime Quiz” on 
WCBS-TV, New York, beginning 
next fall. The West Coast weekly 
series will be shown here via 
Kinescope recordings. 

The new program, a_ video 
adaptation of charades, with a 
permanent team of Hollywood 
actors playing against four guests 
each week, will be sponsored in 
addition to the Chevrolet dealers’ 
current WCBS-TV Saturday night 
show, “Winner Take All.” Camp- 
bell-Ewald Co., New York, is the 
agency. 


Caples Promotes Kaiser 


Gustav Kaiser, former account 
executive with Caples Co., New 
York, has been appointed mana- 
ger of the agency’s New York of- 
fice. Before joining Caples, Mr. 
Kaiser was advertising agent and 
director of publicity and public 
relations of Lehigh Valley Rail- 
road. 


DLAYTHINGS 


covers the / 
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Tey Trade | 


* ONLY ABC Toy Publication! 
© 46 Years...the OLDEST! 


¢ Carries MORE ADVERTISING 
by More Individual | : 
Advertisers! 


AMERICA'S No. 1 Toy Publication 
_ -MeCREADY PUBLISHING CO. 


71 West 23rd St. . New York 10.N.Y 
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July Furniture 


Market Features 
'V Sets, Tables 


(Continued from Page 1) 
\.ay totals, individual companies 
reported—somewhat more than 
night be expected from a seasonal 
decline alone. 

But TV manufacturers were not 
worried over future prospects. J. 
W. Craig, general manager of the 
Crosley division, Avco Mfg. Co., 
Cincinnati, for example, told AA 
that Avco estimates indicate that 
1,000,000 video receivers were 
made by the entire industry dur- 
ing the first six months of 1949. 
With heavier fall buying almost a 
certainty, the industry expects to 
exceed its goal of 2,000,000 this 
year. 


s Unlike the refrigeration and 
range industries, television manu- 
facturers can expand or cut pro- 
duction quickly. The capital in- 
vestment in equipment is much 
smaller and thus it is easier to 
maintain a sensitivity to market 
conditions. As a result, neither fac- 
tories, distributors nor dealers are 
heavy on inventory at the present 
time, and existing excess produc- 
tion capacity will enable all con- 
cerned to meet the fall demand 
without the necessity for allocation 
plans or increased prices. 
Manufacturers blamed the sales 
drop on four main factors: Fear 
of obsolescence of present TV sets; 
low-budget summer video pro- 
gramming; a desire to spend ready 
cash on vacations; and the sea- 
sonal decline, which is felt for the 
first time this year, since tubes 
and other component parts were 
in short supply until about Jan- 
uary. 

Unlike furniture and home furn- 
ishings items, where prices now 
seem to have reached the bottom, 
economies in TV set construction 
will result in continued price de- 
clines. Manufacturers insisted, 
however, that drastic price cuts 
are a thing of the past, and any 
future price drops will be small. 


# Sales of sets with 12” tubes now 
are stronger. To date, approxi- 
mately two out of every three sets 
sold have had 10” tubes. The shift 
to larger tubes probably will not 
continue indefinitely, however, be- 
cause consumers have come to con- 
sider the video set as a piece of 
furniture and its size, therefore, 
is limited by the scale of other 
furniture in the home. 

Furniture makers, who looked 
at television as a new competitor 
for the consumer dollar in °47 and 
‘48, now appear to have welcomed 
video into the family. One manu- 
fecturer showed a television cab- 
inet which holds four folding 
chairs for the TV audience, and 
has space for record albums. An- 
other furniture manufacturer of- 
fered new types of folding, tilting 
and rocking chairs designed pri- 
marily for the television room—and 
he included revolving top TV 
tables in his line. 

Video set makers, after only three 
vears of heavy production, already 
are looking for new methods to in- 
trease sales. Three manufacturers 
displayed sets with plastic cab- 
inets (mostly table models and 
consolets) and there were under- 
currents of discussion about the 
bossibility of selling additional 
‘small screen receivers for use in 
children’s rooms. 


New models shown included 
loblitt-Sparks Industries’ four new 
Arvin console and table model 
visible value” receivers. The sets 
“re scheduled for introduction to 
consumers in the Chicago area 
ater this month, backed by news- 
aper advertisements. Other mar- 


kets will be added as production 
increases, and magazines will be 
used when distribution in all video 
markets has been effected. 

Also on the scene are new mod- 
els of Pathe Television Corp., to 
be sold on an exclusive franchise 
basis. They also will be shown in 
New York July 25, at the Music In- 
dustry Trade Show. 

In the appliance field, sales of 
refrigerators were disappointing, 
largely because dealers and dis- 
tributors loaded up last winter and 
still are working from inventories. 
Sales for the first half of the year 
were down considerably from 
those of last year. 


@ Range sales also have dropped 
sharply in the past few months. 
John Pankow, director of sales, 
Detroit-Michigan Stove Co., De- 
troit, exhibited optimism over fu- 
ture prospects, however. 

Mr. Pankow asserted that the 
big-ticket appliance industry now 
is in an adjustment period, and 
that the low point will be reached 
by December, if not sooner. Dis- 
tributor and dealer inventories will 
be liquidated by then, he reasoned, 
labor costs for the coming year will 
be known, all of the “fat’’ will be 
out of the business, Christmas 
shopping will bring about rising 
sales, and then, in January, the 
government insurance money to 
veterans will give business in gen- 
eral an important shot in the arm. 

Even though buyers appear to 
be on strike, he continued, “there 
is at least one store in each city 
that is setting new sales records 
every month or two. As I see it,” 
he added, “business men aren’t 
helping conditions very much. 
They seem to be pessimistic about 
every one’s else business but their 


” 


own. 


ws Themuch-heralded trend toward 
color in kitchen cabinets, refriger- 
ators and ranges was found to be 
practically non-existent. While 
there were a few such items at the 
furniture market (including a 
purple washing machine) most 
manufacturers appeared convinced 
that the sale of such color items 
always will be a minor part of the 
total volume. The reason for this 
conviction is simple—dealers and 
distributors couldn’t possibly carry 
sufficient inventory of colored ap- 
pliances and cabinets and _ still 
maintain financial stability. 

Small appliance manufacturers 
were somewhat concerned over the 
location of their products in retail 
establishments. They object par- 
ticularly to having their appliances 
in the housewares section, where 
they are saddled with the heavy 
overhead of such departments. 

Small appliance makers (or elec- 
tric appliance manufacturers, as 
they now prefer to call themselves) 
did about $600,000,000 business in 
1948 at retail, and even though 
sales have been off in recent 
months, heavy institutional sales 
and fall buying prospects con- 
tributed to the general feeling of 
cautious optimism which exhibi- 
tors displayed last week. 


American Snuff Names New 
Officials; Smith Heads Sales 


American Snuff Co., Memphis, 
Tenn., has anounced the retire- 
ment of several top executives and 
the promotion of others as a result 
of a compulsory retirement policy 
adopted two years ago. Those who 
have retired include Morton Eas- 
ley Finch, president, and Frederick 
Norman Smith, vice-president. 

New executives are: Gladden H. 
Spigener, promoted from  vice- 
president to the newly created 
position of chairman of the board; 
Martin J. Condon III, from assist- 
ant vice-president to president; 
James E. Harwood, from assist- 
ant vice-president and managing 
director to vice-president; Ernest 
W. Bourke, from secretary to vice- 
president, and Edward Christian 
Smith, from assistant vice-presi- 
dent to assistant vice-president 
and general sales manager. 


» 
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a SAFEWAY 


TRIPLE—Safeway Stores’ special promo- 
tion for its own milk in the New York 
market included newspaper copy like 
this, which guarantees a return of three 
times the purchase price to any customer 
not completely satisfied. The ads were 
placed direct by the New York division 
of the company. 


AFA Asks Ad Men 
to Unite in Drive 
to Sell Optimism 


PoLAND Sprinc, Me.—A united 
campaign by all advertising in- 
terests to promote “more opti- 
mism, harder selling and more ad- 
vertising’”’ was urged by the First 
District, Advertising Federation of 
America, in a resolution passed 
unanimously at its recent meeting 
here. 

The resolution, offered by Rob- 
ert P. Anderson of Worcester, 
Mass., also asked that “we have 
faith in the power of advertising 
to encourage business and industry 
to go ahead with expansion plans 
to convince the public that it is 
wise to buy now.” 

Advertising should be used, it 
was emphasized, “to sell this coun- 
try out of a recession complex.” 

Mr. Anderson, retiring president 
of the Worcester, Mass., Advertis- 
ing Club and advertising manager 
of the Norton Co., was elected 
governor of the First District. 
Other officers elected are: Ann 
McKnight, Providence, Ist lieu- 
tenant governor; Leonard H. Mar- 
cus, Springfield, 2nd lieutenant 
governor, and William H. Tuthill, 
New Haven, secretary-treasurer. 

Featured at the AFA conference 
were talks by Colston E. Warne, 
professor at Amherst College and 
president, Consumers’ Union, and 
A. O. Buckingham, vice-president, 
Cluett, Peabody & Co., on the func- 
tions and merits of advertising. 


ws Prof. Warne indicted advertis- 
ing, “by its frequent abuse,” on 
ten counts. He said that advertis- 
ing has stressed inconsequential 
values; brought a false perspective 
as to merits of products; lowered 
American ethical standards by the 
all too frequent insincerity of its 
appeals; corrupted and distorted 
news; wasted much good timber 
and chemicals, and spoiled a great 
deal of landscape and radio en- 
joyment. 

Also, he said that it has blocked 
the speedy use of correct medica- 
tion; created many parental prob- 
lems by abominable radio pro- 
grams for children; turned our 
society into one dominated by 
style and fashion; retarded the 
growth of thrift by emphasizing 
immediate expenditures, and fos- 
tered monopoly through its large 
scale use by only a few financially 
favored companies. 


ws Mr. Buckingham replied to each 
count. He said that an advertiser 
who stresses genuinely inconse- 
quential values will fail to sell 
goods; that people do not buy 
products that bewilder them or 
from a sense of bewilderment; that 
ethical values, he believes, have 
steadily improved, and that “cor- 
ruption of the news” is a catch 
phrase used when one does not 


agree with the other person’s view. 

Further, Mr. Buckingham as- 
serted, any problem of wasted tim- 
ber and chemicals is hooked up 
with the tough problem of decid- 
ing how much more government 
control is justified by how much 
waste of a given resource; that 
for every instance in which ad- 
vertising has blocked speedy medi- 
cation, there are ten others where 
it has speeded it up, and that 
parental problems stemming from 
radio usually stem from shirking 
of parental duties. 

As for the style and fashion 
dominance in our society, Mr. 
Buckingham declared: “Advertis- 
ing hasn’t created people’s char- 
acteristics, their characteristics 
have shaped advertising. Advertis- 
ing has helped to build the highest 
standard of living enjoyed by any 
country in the world. Do we want 
something else?” 

Replying to Prof. Warne’s 
charge of retarding thrift, Mr. 
Buckingham said: “Omitted are 
the fact that we have more sav- 
ings in banks than at any period 
in our history, and that the rate 
of employment is generally con- 
sidered to depend in considerable 
part on the rate of consumer 
spending. And as for the fostering 
of monopoly, I refer you to Dun 
& Bradstreet.” 


# Prof. Warne indicated that the 
solution to advertising’s short- 
comings consists of more compara- 
tive product testing and grade 
labeling. 

Mr. Buckingham said that there 
are many quality standards now 
in existence, and that such stand- 
ards, as well as product improve- 
ments and research generally, are 
a result of a spirit of sincere self- 
criticism. 

However, he _ asserted, Prof. 
Warne’s “system must be the 
government’s and it must be com- 
pulsory.” 

If products, Mr. Buckingham 
continued, are graded “best buys,” 
“also acceptable” and “not accept- 
able” by the government, “then 
we will have no self-criticism. 
Likewise, invention, improvement 
and freedom, as we have had them 
in this country, will be discour- 
aged.” 


JOHN J. GOETZ 

Kansas City—John J. Goetz, 
45, vice-president and account ex- 
ecutive, Merritt Owens Advertis- 
ing Agency, died here July 2 of 
cancer. Mr. Goetz had been asso- 
ciated with the agency for the past 
seven years. Previously, he had 
been with the advertising depart- 
ment of the Kansas City Kansan, 
a sportscaster on Station KCKN, 
and advertising manager of Imple- 
ment & Tractor. 


EDWIN C. SCHULTZ 

West Hartrorp, Conn.—Edwin 
C. Schultz, 51, for the past 27 
years advertising manager of the 
Pratt & Whitney division, Niles- 
Bement-Pond Co., tool and ma- 
chine manufacturer, died at his 
home here July 5. 


Federal Promotes Morse 


Herbert A. Morse, who since 
1944 has been manager of sales 
promotion of Federal Advertising 
Agency, New York, has been 
elected a vice-president and head 
of expanded promotion activities. 
He has been field analyst with 
Schenley Distillers Corp. and for 
a number of years was an inde- 
pendent advertising and merchan- 
dising consultant in the food field. 


Announces New Knife Line 


Robeson Cutlery Co., Perry, N. 
Y., has announced a new “frozen 
heat” process for hardening and 
tempering knife blades and is 
planning a series of newspaper 
ads in major markets, and possibly 
television advertising, to promote 
its new line of “frozen heat” 
knives. William H. Weintraub & 
Co. handles the account. 


Radio ‘Reps See 
Industry Threat 
in Direct Sales 


(Continued from Page 1) 
station prestige, audience building 
and net profit. 

“6. The station that lines up 
with any wholesaling ‘p. i.’ service 
is taking the first step in a process 
that is bound to kill it as an ad- 
vertising medium. 


a “7. The price of ‘p. i’ products is 
usually too high for the quantity 
and quality offered, and the ad- 
vertising expense far beyond any- 
thing that legitimate advertisers 
spend, and that the cost of dis- 
tribution should stand. 

“8. The quality of the product 
is unknown. 

“9. The manufacturer who uses 
‘p. i.’ inquiries has no control over 
his volume of sales, and is, there- 
fore, not likely to be successful. 

“10. Stations which accept ‘p. i.’ 
deals are liable to their national 
spot representatives for commis- 
sions on the time so used at card 
rates. 

“11. Finally, no broadcast sta- 
tion, in view of its responsibility 
to FCC, should accept the risk of 
promoting on its own time the 
use of a product coming from spec- 
ulative sources, instead of through 
legitimate channels of manufac- 
turer, advertising agency, and rep- 
resentative.” 


a Mr. Withycomb told AA that so 
far 65 stations have _ indicated 
willingness to go along with the 
deal. He expects to have more than 
100 shortly. 

Direct Radio Sales has six man- 
ufacturers lined up: 

House Beautiful Curtains, New 
York; Brownmil Laboratories, 
Brooklyn; E. Michan & Sons, New 
York; Nosco, Erie, Pa.; Educational 
Products Co., New York; and 
Loren Mfg. Co., Brooklyn. Most 
of them are plastics manufacturers, 
except for Brownmil, which makes 
a shampoo, and the curtain com- 
pany. 


ws Mr. Withycomb says he has “ten 
or 15 more manufacturers who are 
good prospects.” He told AA firmly 
that his company has “nothing to 
hide,” and insisted that only legi- 
timate manufacturers would be 
accepted. He said products would 
be thoroughly tested before being 
offered to stations, and declared 
that the quality of the merchan- 
dise was primarily responsible for 


the 40% discount limitation. 
He said no patent medicines 
would be handled, and he 


“doubted” if the company would 
accept jewelry or beauty prepara- 
tions. 

Mr. Withycomb is no newcomer 
to radio. From 1926 to 1935 he was 
with National Broadcasting Co. 
and later left to help found and 
operate Station WFIL, Philadel- 
phia. 


Boise Bank Won First Prize 


A picture caption in the July 4 
issue of AA credited Arden Farms 
as winner of the first award in 
the general newspaper advertising 
classification in the copy contest 
of the Advertising Association of 
the West. This was in error; Idaho 
First National Bank, Boise, won 
first prize in the general classifi- 
cation, and Arden won _ second 
prize. 


Army Renames Conroy Agency 


Thomas F. Conroy, Inc., San 
Antonio, has been renamed to 
handle the Fourth Army recruit- 
ment account for the fiscal year 
1950, which begins July 1. News- 
papers, radio, magazines and out- 
door displays will be used. 
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Retail Group Launched 


Associated Grocers Co-Opera- 
tive has been formed in Seattle 
as a buying, wholesaling and ad- 
vertising organization for 18 Se- 
attle and 18 Tacoma and Bremer- 
ton, Wash., supermarkets operat- 
ing under the name, Thriftway. 
C. L. Reeves is advertising mana- 
ger of Associated. 


Two Appoint Scriven 


Scriven Advertising, Pawtucket, 
R. I., has been appointed to direct 
the advertising of Modern Store 
Fixture Co., Providence, using 
newspapers and direct mail, and 
Chase Hospital Doll Co. Paw- 
tucket, manufacturer of human 
size male and female figures for 
nurses’ training courses. 
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high in sales potential.. 


$596,041,275.00. 


It’s a fact, with 423 diversified manufacturers, and 
located in the heart of a rich, 13-county agricultural ere 
and industrial section, Rockford is recognized as ' 


were $166,295,798.00. 


Yes sir, it’s a great market! 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


THE OLD ANALYST 


L4 


.ideal for testing purposes. 
Rockford (Winnebago me retail sales in 1948 


. ABC Retail Zone, 


Edward Morrissey, 
Agency Head, Dies 


Cuicaco—Edward H. Morrissey, 
president of Fulton, Morrissey Co., 
died of a heart attack July 2 at 
his home in Highland Park. 

Mr. Morrissey, who was 57, 
joined with J. D. Fulton, executive 
vice-president of the agency, in 
establishing the company in 1934. 
Prior to that time both executives 
had been associated with the for- 
mer agency of Green, Fulton, Cun- 
ningham Co. in Chicago. Mr. Mor- 
rissey also had been connected 
with Critchfield & Co. 

The agency president, who 
served in the Navy during World 
War 1, was forced to relinquish 
his work about a year ago when 
he was stricken with a heart ail- 
ment. His condition improved, 
however, and he resumed work 
later on a limited basis. 


JOHN P. CLARKE 


New YorK—John Patrick Clarke, 
69, assistant to the president of 
Joshua B. Powers, Inc., interna- 
tional publishers’ representative, 
died July 4 after a long illness. 
A leading figure in the Spanish- 
language publications field, Mr. 
Clarke was formerly general man- 
ager of the Los Angeles office of 
the motion-picture magazine Cine- 
landia, published by Powers and 
widely circulated in Central and 
South America. 

He had also been with the Mc- 
Graw-Hill Publishing Co., and 
with international trade papers. 


ALPHONSUS DONAHUE 


New YorK—Alphonsus Joseph 
Donahue, 65, president of the Don- 
ahue Sales Corp., maker of Talon 
fasteners, died last week at his 
home in Stamford, Conn. 


P. D. ROSS 


OrTrawa, Ont.—P. D. Ross, 91, 
president of the Ottawa Journal 
and one of the founders of the 
Canadian Press, died at his home 
here July 5. 

Mr. Ross, who started his news- 
paper career in 1879 as a reporter 
for the Montreal Star, purchased 
the Journal in 1886, shortly after 
it was launched. He sold his in- 
terest in the daily last March to 
a group of associates, but remained 
as head of the publishing company. 


GEORGE R. GOULD 


New Haven, Conn.—George R. 
Gould, 65, advertising director of 
the New Haven Register, died 
June 30 at his summer home in 
Branford. Mr. Gould, who joined 
the newspaper staff in 1910, was 
formerly associated with Good 
Housekeeping and newspapers in 
several other cities. During the 
past year, he had directed promo- 
tional and advertising activities 
for the American Cancer Society 
on a national scale. 


CLINTON A. HEANEY 
Victoria, B. C.—Clinton A. 
Heaney, 48, who established his 
own public relations and adver- 
tising agency here several years 
ago, died July 1 after a brief ill- 
ness. Prior to starting his own 
business, he was Vancouver man- 
ager for McConnell, Eastman & Co. 


TOM VARLEY 

Port WASHINGTON, N. Y.—Tom 
Varley, 58, president of Briggs & 
Varley, New York agency, was 
drowned July 4 when his boat 
capsized in a squall. 

Mr. Varley was born in England 
and came to the United States as 
a young man. He worked for 
Goodrich Rubber Co. until 1924 
when he went into the advertising 
business with his brother, Harry 
Varley. 


The agency was incorporated as 
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Briggs & Varley in 1938. Tom Var- 
ley was secretary-treasurer before 
he became president. 


WGN-TV, WGNB Install 


New TV. FM Transmitter 

Stations WGN-TV and WGNB, 
television and FM affiliates of 
Station WGN, Chicago, last week 
dedicated their new super-turn- 
stile antenna atop the Tribune 
Tower. The combination FM-TV 
antenna rises 610 feet above ground 
level. 

The inaugural was celebrated 
last Tuesday with a special pro- 
gram, “Picture of Progress,” fea- 
turing an introductory speech by 
Col. Robert R. McCormick, pub- 
lisher of the Chicago Tribune, and 
a variety show starring Lee Ben- 
nett, Willie Shore and Sid Caeser. 


Hitchcock Buys ‘Revista’ 


Hitchcock Publishing Co., Whe: 
ton, Ill., has purchased Revis 
Industrial from Penton Publishi: 
Co., Cleveland, effective with t 
September issue. Published sin 
1943, Revista is printed in two se; - 
arate editions. One, in Portugues», 
is distributed in Brazil. The secon |, 
in Spanish, covers all other Cer - 
tral and South American cow 
tries. 


oo nmr et 


Four A’s Prints Roster 


The American Association 
Advertising Agencies has issued a 
76-page booklet containing a ros- 
ter of its 239 agency members 4s 
of May 30, a geographical breaik- 
down of the membership, and a 
list of members of Four A’s com- 
mittees and related organizations 


THE 
RECORDS 
PROVE 


THAT 
SALES 


when you use 


INCREASE 
Anthraft 14.6% 
DEALER SIGNS 


Yes — it’s been proven, by actual audited certified research, that sales 
increase 14.6% ** with the use of Artkraft* Signs. All your other advertising 
will actually become five times more effective. Proven again and again 
by leading manufacturers, an ARTKRAFT* SIGN has CASH REGISTER 
VALUE! 

Designed to sell merchandise, Artkraft* Signs are also built to last. Let 
our designing and engineering departments create for YOU a sign that 
will bring this increase for you. 

Artkraft* builds America’s finest signs for national advertisers who buy 
only in quantities. 


SIGNS? . wean awarewae weew ee www we = 
OF 
LONG 
HSE 
Arthraft” siGN COMPANY 
N 1133 E. Kibby Division of Artkraft* Manufacturing Corp. Lima, Ohio 


Please send, without obligation, details on Artkraft* signs. 


We are interested in a quantity of outdoor dealer neon signs. 
We are interested in a quantity of Porcel-M-Bos’d store front signs. 
Please send instructions on how to set up a successful dealer sign program. 


EE. ws tk senancns'etie CITY ATE ‘ 
QUALITY PRODUCTS FOR OVER A QUARTER CENTURY 
| * Trademark Reg. U.S. Pat. Off. ** Proved by actual audited research. 
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Fall Sales Rise 
Is Forecast at 
Furniture Show 


(Continued from Page 1) 
as well as price. This quality and 
value now are available. 
 & Price declines since the January 


ad a market have ranged from about 

ros- [8% for floor coverings to 40% for 

S as kurtains, with the average for all 

+ - Bines close to 10%. Exhibitors are 
da 


nanimous in their conviction that 
o further price cuts are possible 
inder present conditions. 

In fact, in a number of cases, 
otably bedding, curtains and 
rapes, and floor coverings, any 
urge in demand reportedly will 
result in price increases, since pro- 
uction and inventories are geared 
o today’s level of buying, and in- 
reased buying, if it comes quickly, 
vill find manufacturers behind in 
heir deliveries. 


Buyers at the market, particu- 
arly department store executives, 
rere Wary and somewhat uncer- 
ain. Many of them still are com- 
itted to the policy of reducing in- 
ventories, reducing sales personne] 
nnd, in some cases, reducing pro- 
10tion budgets, but they are be- 
inning to wonder how long they 


ran continue with those policies. 
One important cause for un- 
rertainty, mentioned by a number 
of buyers, is the fact that pro- 
les Jmotional items and price pro- 
mg motions in general do not attract 
— he customers as they did before 
he war. Somehow, despite the 
tet |choosiness” of customers, price 
hat 0 longer appears to be an unfail- 
ng magnet. 
uy 


Makers of bedroom furniture, 
ase goods and dining room furn- 
ture, who had a very slow spring, 
xpect an excellent fall business. 
efore the war, about 40% of their 
ales were made early in the year 
nd about 60% in the fall and win- 
er. After several postwar seasons, 
his pattern appears to have re- 
stablished itself. Z 

Exhibitors and buyers alike are 
eeking better manufacturer-re- 
ailer tie-ups, and sounder mer- 
handising programs. 

Designers, with the approval of 
he home service editors, are ac- 
enting lighter appearing, more 
raceful furniture designed to 
ake small rooms look more com- 
ortable. 

In the wallpaper field, future 
ines will stress smaller and mod- 
rm patterns—again to fit into the 
mall rooms characteristic of the 
ostwar era. About 250,000,000 
olls of wallpaper were sold last 
ear, compared with 400,000,000 a 
fear before the war. In fabrics, 
here is a definite trend to earth 
nes—grays, browns and beiges, 
ith patterns composed of very 
mall elements. Glass curtains and 
bstract designs are increasing in 
\portance. 

The entire furniture and home 
urnishings business, according to 
en. Lawrence H. Whiting, pres- 
lent of the American Furniture 
Mart, has increased from about $2 
ilion annually 25 years ago, to 
bout $12.2 billion today. 


Ohio 


am. 


[wo of the more interesting 
érketing trends were apparent 

the carpet and linoleum ex- 
ilits. In the carpet field, dealers 
re insisting that manufacturers 
airy the bulk of the inventory, 
ince there now are so many fash- 
t items that it is impossible for 
tailers to carry complete inven- 
ties. Manufacturers, therefore, 
€ selling representative carpeting 
( are supplying samples of the 
‘riainder, with dealers selling an 
creasing amount from samples. 
In linoleum, manufacturers are 


LAP 


making more extra width goods 
and encouraging consumers to lay 
the material themselves, in an ef- 
fort to keep the total price down. 
There is an impressive increase in 
linoleum advertising and promo- 
tion budgets. Whereas before the 
war only two of the 11 leaders in 
the field had national advertising 
programs, seven or eight are pre- 
paring them now. . 

In addition, the copy themes 
tend to have more “sell.” Illustra- 
tions showing carpeting and lin- 
oleum in luxury settings are giving 
way to art work emphasizing the 
“average” home—and reasonable 
prices. Plastic “linoleum” is an 
important newcomer, and all man- 
ufacturers are watching the results 
of test sales now under way. 

Just before the summer furni- 


ture. market opened, the National 
Retail Furniture Association re- 
leased the results of a study of 
1948 retail furniture operations, 
prepared by Prof. Ira D. Anderson 
of the Northwestern University 
School of Commerce. 


s In his report, Professor Ander- 
son cited a moderate increase in 
sales, an unusually high increase 
in operating expenses and lower 
gross profits as a warning signal 
for furniture retailers to review 
present pricing policies and adjust 
future plans and budgets accord- 
ingly. 

Almost 400 stores in all sales vol- 
ume classifications reported an 
average sales increase for 1948 of 
2.8% over the preceding year. 
Gross margins continued their de- 


63 


cline of recent years to 37%. Total 


operating expenses increased a full 
percentage point, to 29.3%. 

Floor covering sales represented 
a larger proportion of total store 
sales, largely at the expense of 
living room furniture, which de- 
clined. Stock turnover rates de- 
creased from the 1947 level as a 
result of the increasing availability 
of goods. 


paragraph blues 


The world’s best sales letter 
doesn’t stand a chance if the 
letterhead on which it is writ- 
ten has “operational fatigue”. 
If yours aren't clicking call the 
letterhead doctor, R.O.H. Hill, 
Inc., and get the prescription 
that has helped so many others 
—a genuine engraved letter- 
head, designed to sell. Costs 
but a fraction more — and 
sometimes less. Used by 
famous sales managers, every- 
where. Ask for samples and 
further details. 


r.owHILLine. 


270A Lafayette St., New York 12 
Telephone: Canal 6-6340 


Incorporates in Canada 


American Pad & Textile Co., 
Chatham, Ont., has been incor- 
porated in Canada, and will oper- 
ate separately from the United 
States organization. The company 
will be known as the American 
Pad & Textile Co. (Canada) Ltd. 
Harry B. Thomas has been elected 
chairman of the board and Lyle 
Patterson will act as manager. 


BIG 


Take your cue from the blue chips. Jones & Laughlin 
Steel, Continental Can, General Motors, U. S. Steel, 
H. J. Heinz, Crucible Steel, Duquesne Light, Pittsburgh 
Steel—the big name firms are expanding, building plants, 
improving their facilities in the great Pittsburgh Market. 
Together they are pouring far more than a billion 


To reach customers, The Press is Pittsburgh’s No. 1 
newspaper—by a wide margin. For example, among 
Allegheny County men, The Press reaches 73.4% in the 
top economic quarter, 67% in the second quarter, 65.2% 
in the third quarter, and 49% in the lowest quarter. 

Because it reaches customers in such proportions, The 
Press gets exceptional results for advertisers. And results 
are the reason why, in the first four months of the year, 
1949 advertising linage in The Press beat 1948’s record- 
breaking volume by almost half a million lines. 

Your Press Representative can show you other figures 
that demonstrate why The Press has been No. 1 in 


Represented by the General 
Advertising Department, 
Scripps-Howard Newspapers, 
230 Park Avenue, New York 
City. Offices in Chicago, Cin- 
cinnati, Detroit, Fort Worth, 
Philadelphia, San Fr i 


BUSINESS BETS A BILLION ON PITTSBURGH 


dollars into Pittsburgh’s industrial expansion. Add to 
that Pittsburgh’s vast program for expanding educational 
plants, for public works, for real estate development. 
The 6,000-job capacity added in Pittsburgh last year is 
just a fraction of the total job-capacity—and customer- 
capacity—these projects are creating. 


Here Jones & Laughlin 
Steel Corporation 
will erect 6 modern 
open hearth furnaces— 
a $70,000,000 project. 


Pittsburgh for 42 consecutive years. Call, write or wire 
him. Every Scripps-Howard Representative is a Press 
Representative. 


TOTAL ADVERTISING LINES 


published in first 4 months of 1948 and 1949 


1948 1949 CHANGE 
PRESS (e) 5,695,162 6,127,727 + 432,565 
PRESS (s) 2,615,180 2,638,310 + 23,130 
Post-Gazette (m) 3,189,933 3,129,789 — 60,144 
Post-Gazette (s) —_— 575,845 + 575,845 
Sun-Telegraph (e) 3,851,725 4,142,322 + 290,597 
Sun-Telegraph (s) 2,311,380 2,224,706 — 86,674 


Sunday figures include all supplements. Source: Media Records, Inc. 


he Pittsburgh Press 
No./ 


In Classified Advertising In Retail Advertising 
In Total Advertising 


In City Circulation 
In General Advertising 
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‘TV’ to Bow Sept. 16 


A national television picture 
magazine, TV, will make its debut 
on Sept. 16. Published by G & E 
Publishing Co., New York, it will 
be a monthly and sell for 25¢ a 
copy or $2.50 a year. The full-page 
rate will be between $200 and 
$250. Earl S. Peed, head of a 
New York publicity and public 
relations company, is president, 
and Meryl Kay Parker is vice- 
president. 


Cantor Replaces Garry Moore 


Eddie Cantor will replace Garry 
Moore as master of ceremonies on 
Eversharp’s “Take It or Leave It” 
‘program when it returns to NBC 
on Sept. 11 after a summer hiatus. 
The program is heard Sundays, 10- 
10:30 p.m. Biow Co., New York, 
is the agency. 


Aided by Aqueduct, 
Local Advertisers 
Sweep ARF Study 


New York—lIf it hadn’t been for 
the aqueduct, everything would 
have been different. 

When the Advertising Research 
Foundation studied the Oakland 
Tribune’s April 28 issue, it was 
measuring a 64-page, four-section 
newspaper, with four pages of the 
issue devoted to the opening of 
a new aqueduct in Oakland, and 
with the advertisements of the 
companies that had participated 
in the construction prominent in 
the section. 

The result was a mighty scram- 
bling of readership ratings. Eight 


WMT couldn’t locate 
an account exec in Agency wow 


... but there are plenty of big time buyers there. 
They buy what they need—and have enough left to 
buy what they want, because necessities and luxuries 
are amply provided for in their high per capita 
income. Agency, plus a thousand other communities, 
add up to WMTland, one of the nation’s most pros- 
perous markets, well-balanced with farm and indus- 
try income, well-covered with Iowa’s best frequency 


—600 ke. 


Though far from Fifth Avenue, the 1,121,782 
people within WMT’s 2.5 mv line are worth the at- 
tention of agency men interested in expanding mar- 


kets. 


Get full details from the Katz man about 


Eastern Iowa’s exclusive CBS outlet. 


CEDAR RAPIDS 


5000 Watts 
BASIC 


600 K.C. 
COLUMBIA 


Day & Night 
NETWORK 


of the best-read advertisements by 
both men and women were those 
of contractors on the aqueduct. In 
the men’s ranking, a 596-line ad 
for Studebaker ranked ninth and 
finally broke the monopoly of con- 
struction firms. It was followed 
by a 132-line ad for Granny Goose 
Corn Chips. 


ws Women’s readership closely par- 
alleled that of men, except that 
a 476-line ad for Spry tied for 
second place, and a 296-line ad 
for Golden State cottage cheese 
ranked eighth. Otherwise, women’s 
readership was also dominated by 
the ads of the contractors on the 
aqueduct. 

The ratings of seven of the con- 
tractors’ ads were good enough to 
rank among the highest scoring 
ads in their category measured 
by ARF to date. The advertise- 
ments, billed at the national rate 
by the newspaper, were counted 
as national advertising and com- 
pared with national copy, including 
two-color ads (red and black) 
for Old Sunny Brook whisky, Mar- 
lo beef stew and Par-T-Pak bever- 
ages. 


TIRE AND TIDE HALT 
READERS, ARF SAYS 


New YorK—The Advertising Re- 
search Foundation reported last 
week that its tenth study in the 
Continuing Study of Farm Publi- 
cations, covering the Jan. 15 issue 
of California Farmer, showed that 
a full-page advertisement for 
Goodrich tractor tires led among 
men readers, and a full page for 
Procter & Gamble’s Tide attracted 
more women readers. 

The results of the study are in- 
cluded in a 74-page report now 
being sent to more than 3,000 ad- 
vertiser, agency and publisher ex- 
ecutives. 


Arthur Beck Co. 
Plans Fall Drive 


Cuicaco—Arthur Beck Co., 
manufacturer of kitchen aids, will 
open its largest consumer drive 
this fall, with copy ranging up to 
two-color half pages in American 
Home, Better Homes & Gardens, 
Good Housekeeping, Ladies’ Home 
Journal and McCall’s. 

During both the fall and winter, 
the company will continue its 
newspaper campaigns in major 
markets for its Surface Oven, with 
copy patterned after the editorial- 
type ad, recently tested success- 
fully in Chicago (AA, June 6). 

In addition, the company is con- 
ducting a television test with a 
participating video show, “Chicago 
Cooks with Barbara Barkley,” 
over Station WGN-TV. Future TV 
plans will be based on results of 
the test. 

Kaufman & Associates has the 
account. 


Donosky Quits ‘Dallas News’; 
Buchanan and Lubben Named 


Myer M. Donosky has resigned 
as treasurer of the Dallas Morning 
News, which he joined in 1922. 
Mr. Donosky is principal owner 
of two Texas dailies, Athens Re- 
view and the Hillsboro Mirror, 
which are operated by his asso- 
ciates. 

R. M. Buchanan, business man- 


business manager of the Dallas 
Morning News, have been ap- 
pointed treasurer and _ business 
|/manager, respectively. The changes 
become effective July 31. 


| 
| 


Pinkerton Joins BBDO 


D. V. Pinkerton has joined the 
staff of Batten, Barton, Durstine 
& Osborn as director of merchan- 
dising in the Minneapolis office, 


grocery store field. He has served 
as advertising and sales promotion 
manager of Northern Paper Mills; 
as advertising salesman of Good 
Housekeeping, and as director of 


American Meat Institute. 


/ Ae. ? 


ager, and Joe A. Lubben, assistant | 


and will specialize in the food and | 


Reopen Hearing 


on Cleveland 
Trade Zone Rule 


(Continued from Page 1) 
plications of the evidence he had 
gathered,” made no independent 
check of retailers—as required 
in the bylaws—and did not con- 
sult with the Cleveland publisher- 
members of ABC. 

The Plain Dealer has protested 
that elimination of the territory, 
sought originally by the Akron 
Beacon-Journal, would trim the 
area in which it has 24.5% of its 
retail trading zone circulation for 
its daily editions, and 10.5% of 
its Sunday circulation. 
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If the decision stands, the P| :iy, 
Dealer warned, “a myriad of 
similar applications will be p e- 
sented and confusion, uncertai ity 
and damage will inevitably res Jt. 
and valuable property rights \ j 
be jeopardized and destroyed.” 


‘Domestic Engineering’ 
Resigns from ABP 


Domestic Engineering, Chice zo, 
has resigned from the Associa ‘eq 
Business Publications, effective 
June 30. The publication is the 
23rd which has left ABP withi 
recent months as a result o! 
controversy over paid and con 
trolled circulation. 


Gets Rubinstein Account 


Helena Rubinstein, Inc., Ne 
York, has placed its advertising 
with Hewitt, Ogilvy, Benson 
Mather. The account formerly wa 
handled by Advertising House. 
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“Wash Behind 
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Clever pull-up card in box 
reads “Now you can wash be- 
hind your ears with a Bendix. 
No other automatic washer 
can make this claim.” 


Your Ears with 2 


BENDIX 


The 
Bendix uses molded soap novel- 


illustration shows how 
ties to advertise its famous 
Home Washer. We can supply 
equally appropriate pure Castile 
soap novelties designed to fit 
your product or service . . . or 
you may select from our stand- 
ard novelty soap molds. A uni- 
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que, inexpensive, appreciated 
advertising medium . .. whether 
used for give-away, premiums, 
or re-sale. For full information, 
write to 

National Beauty Industries 


1216 South Michigan Avenue 


Chicago, Illinois 
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Movie Engineers 
Will Form Group 
on Theater Video 


NEw YorK—To answer six ques- 
Btions on theater television asked 
by the Federal Communications 
Commission, the Society of Motion 
Picture Engineers announced last 
ot ag week that it is forming a special 


con-§ committee that will include leading 
representatives of all branches of 
the movie industry as well as man- 
ufacturers of film and of theater 
News TV equipment. 
rtisin Donald E. Hyndman, Eastman 
son Kodak Co., chairman of the soci- 
ly wag ety’s theater TV committee, will 
ise. serve as chairman. 
—__..j§ The FCC has advised that exist- 
———- ing temporary allocations of chan- 


nels for experimental theater tele- 
vision use are being considered for 
extension or withdrawal. Para- 
mount, Twentieth Century-Fox 
and SMPE have been asked to 
state the case for allocation of 
such frequencies for regular use. 
Next week the group is ex- 
pected to issue for the FCC a for- 
mal statement, which will include 
answers to these questions: 


OW [Ts “1. What are the minimum 
vel. frequency requirements that 
would be required for a nation- 
OuS [wide competitive theater televi- 
ply sion service? 
: “2. What are the specific fre- 
tile Fquency bands the SMPE would 
fir [Propose to be allocated to a theater 
television service and the reasons 
, Or therefore? 
ad. “3. What are the exact functions 
| that would be performed in each 
ini- §frequency band in a theater tele- 
~ vision service? 
ie “4. Whether and to what extent 
her [such functions could be performed 
in whole or in part by use of 
MS, fcoaxial cable, wire, or other means 
ion, of transmission not using radio 
frequencies. 

“5. Whether and to what extent 
| *xisting common carriers have, or 
s propose to have, facilities avail- 
we able capable of performing such 


unctions in whole or in part by 
radio relay, cable or wire. 

“6. What plans or proposals are 
being considered looking toward 
he establishment of a_ theater 
elevision service?” 


Freight Absorption 
Okayed by Congress, 
ncertainty Ended 


WASHINGTON—The House passed 
egislation Thursday permitting 
ndividual manufacturers to ab- 
sorb freight costs in order to quote 
niversal delivered prices. 
Designed to eliminate the uncer- 
ainty that has resulted from Fed- 
pral Trade Commission actions in 
he cement and steel industries, the 
egislation already had been passed 
by the Senate. 

Rep. Wright Patman (D., Tex.), 
©-sponsor of the Robinson-Pat- 
in Act passed by Congress 12 
fears ago, opposed the bill. He 
succeeded in forcing adoption of 
An amendment outlawing any 
reight absorption which would 
ause price discrimination. 


Perlite Elects Carter 

T. C. Carter, vice-president of 
eat Lakes Carbon Corp., New 
rk, has been elected president of 
h: Perlite Institute, a non-profit 
organization representing 18 man- 
facturers of Perlite, a lightweight 
Niulating aggregate for use in 
blister and concrete. 


>Guire Joins Sarra 
John L. McGuire, formerly with 
(tional Provisioner, has joined 
mi: Chicago sales staff of Sarra, 
mnc., film producer. — 
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HALF PRICE—Mandel Brothers, Chicago, 
offered customers $32,280 worth of 
Frostair refrigerator-freezers for $17,640 
in this newspaper ad last week, with the 
bargain including a five-year warranty 
and easy credit terms. Deepfreeze Division 
purchased the Frostair line last year 
from General Tire & Rubber Co., but 
hasn’t promoted it nationally. 


Pan-Am Cuts Fares 
to Europe, Cargo 
Rates to South 


New YorK—Pan American 
World Airways was back at its 
old stand last week, carving away 
at prices. In 1,000-line newspaper 
ads, Pan American announced as 
it did last year a 25% reduction in 
round-trip fares to Europe—to be- 
gin Oct. 1. 

An obvious bid for increased fall 
and winter traffic, the offer is 
good for a 60-day period through 
April 30. 

The copy bears down heavily 
on the advantages of fall travel: 
Less crowding, fewer tourists, fine 
autumn weather, better time for 
transacting business, and lower 
rates for many hotels. 

The advertisements appeared in 
New York newspapers, and more 
newspaper copy will appear in the 
fall, as well as some magazine 
copy. 


ws At the same time, Pan Amer- 
ican announced reductions in cargo 
rates for shipment to Latin Amer- 
ica, some ranging as high as 50%, 
which would become effective 
Aug. 1. 

Willis G. Lipscomb, vice-presi- 
dent in charge of traffic and sales, 
also revealed that the airline has 
a new cargo rate for volume ship- 
pers (those originating shipments 
of 3,300 lbs. and more) to Latin 
America. 


PANAGRA CUTS RATE 


New YorK—Pan American- 
Grace Airways announced that on 
Aug. 1 it will reduce its cargo 
rates, on approximately the same 
scale as those of Pan American 
World Airways. The airline, which 
serves South America’s West Coast, 
also revealed that, in conjunction 
with National Airlines, it will of- 
fer shippers a through-rate and 
single airway bill on shipmeats 
originating in the New York area 
to any point served by Panagra. 


Peabody Names Goldgar 

Mike Goldgar Co., Boston, has 
been retained to handle the mer- 
chandising and advertising of 
Henry W. Peabody & Co., Boston, 
importer and exporter. Domestic 
and foreign trade publications will 
be used. 


Last Minute News Flashes 


Helbros to Announce Agency This Week 

New YorkK—Helbros Watch Co. is due to announce its new agency 
this week. The account is now handled by William H. Weintraub & Co. 
The Helbros network radio show, “Quick as a Flash,” heard on Mutual 
and now on a summer hiatus, may not return to the air under Helbros 
sponsorship in the fall, although a spokesman for the watch company 
told AA Helbros will stay in network radio. 


Riondo Using 3 Magazines This Summer 

New YorK—A summer campaign to promote Riondo rum includes 
four-color pages in Collier’s, Esquire and Holiday. Renfield Importers 
Ltd. is the distributor; L. H. Hartman Co. the agency. Continuation of 
advertising in the fall, it is said, will depend on results of the summer 


campaign. 


Helen Neushaefer Appoints Reiss Agency 
New YorK—Helen Neushaefer, manufacturer of cosmetic sundries, 
has appointed Reiss Advertising as its agency. An advertising program 


is now in preparation. 


Petry Wins2nd 
Round; Christal 
Appeal Likely 


NEw YorK—Edward Petry, pres- 
ident of the largest radio repre- 
sentative firm, reportedly billing 
$7,500,000, won the second round 
in a court fight over control of the 
company from Henry I. Christal, 
secretary, treasurer and partner. 
Mr. Petry won the judge’s opinion 
on grounds of insufficient proof of 
an agreement between Petry and 
Christal that each should have 
equal management control and 
equal representation on the board 
of directors. 

On March 31, 1948, in a referee’s 
report made to the New York su- 
preme court, the decision went to 
Mr. Christal. On June 30, 1949, 
Judge J. Cohn reversed the ref- 
eree’s decision and handed down 
an opinion in favor of Mr. Petry, 
who appealed the initial decision. 
Mr. Chistal may appeal the case 
to the New York court of appeals 
in Albany. 


# Initial action was brought about 
by Henry Christal, who owns 44% 
of voting stock, to restrain Mr. 
Petry, who holds 51%, from pro- 
ceeding with a plan to increase 
the number of company directors 
from four to five. Mr. Christal al- 
leged that an agreement between 
him and Petry provided that the 
board of directors should at all 
times consist of four members, 
and that he and Mr. Petry should 
at all times have the right to nom- 
inate and elect two of four direc- 
tors and have equal control over 
management. 

In the opinion submitted by 
Judge Cohn, the primary question 
on Mr. Petry’s appeal is whether 
there is a valid agreement to pre- 
clude Mr. Petry as holder of the 
majority of stock from exercising 
his statutory right to increase the 
number of directors from four to 
five and take control. 

“While we have respect for the 
report of the referee, our examina- 
tion of record leads us to con- 
clude there was insufficient proof 
of agreement between Mr. Petry 
and Mr. Christal such as is al- 
leged in the complaint,” Judge 
Cohn’s opinion states. “If an agree- 
ment had been made it would 
seem that written evidence would 
be available. If there existed an 
agreement as alleged in the com- 
plaint that the board of directors 
should consist of four and both 
men should have equal control it 
is incomprehensible that such an 
arrangement would not have been 


properly recorded... 

“The testimony of Mr. Voynow, | 
who owns 5% of the stock and| 
who was suggested as a director 
by Mr. Christal, fully sustains Mr. | 
Petry’s claim on the issue of con- | 
trol.” 


The agreement alleged in the 


complaint is also inconsistent with 
contracts which Mr. Petry had 
with stations and which he sub- 
sequently assigned to the corpora- 
tion, available for inspection by 
Mr. Christal. 


Royal Commission 
Asks the Formation 
of a Press Council 


Lonpon—After two years of 
study, the Royal Commission on 
the Press has issued a 363-page 
report, in which it recommends 
the formation of a General Council 
of the Press consisting of pub- 
lishers, editors, and laymen. 

The council, which would be 
composed of at least 25 members, 
organized voluntarily, would be 
charged with safeguarding the 
freedom of the press, encouraging 
the growth of a sense of public re- 
sponsibility and public service and 
increasing the efficiency of the 


journalism profession and _ its 
members. 
Originally formed to study 


“abuses” in the British newspaper 
field, the royal commission found 
that: There is nothing approach- 
ing monopoly in the press; the 
press provides for a_ sufficient 
variety of political opinion but not 
for a sufficient variety of intel- 
lectual levels, and that free enter- 
prise is a prerequisite of a free 
press. 

In addition to the charge of 
monopoly, the House of Commons 
also asked the commission to probe 
complaints of “abuses” of press 
freedom by advertisers. Said the 
commission in its report: “We are 
glad to report that such attempts 
appear to be infrequent and un- 
successful.” 


Pillsbury Signs ABC Show 


Pillsbury Mills, through Leo 
Burnett Co., will advertise various 
Pillsbury products beginning Sept. 
19 on American Broadcasting Co.’s 
“House Party,” heard Monday 
through Friday on 216 stations. 
Pillsbury also sponsors “Galen 
Drake” on: ABC Monday through 
Friday. It will cease to sponsor 
Kay Kyser’s “College of Fun and 
Knowledge” over ABC after July 
29. 


Three Appoint Gordon 


Phil Gordon Agency, Chicago, 
has been appointed to handle the 
advertising of the Thompson and 
Taylor division of Warfield Co., 
manufacturer of coffee, condi- 
ments and spices, Sunlite Mfg. Co., 
Milwaukee, manufacturer of a new 
process ironing board cover and 
molded plastic and rubber pro- 
ducts, and Fairbanks Tailoring Co., 
Chicago. 


Screenland Names A.M. 


James L. Cunningham has been 
appointed advertising manager of 
Screenland Unit, New York. He 
has been western manager in 
charge of Screenland’s Chicago 
office, where he will be succeeded 
by William Thomas, formerly with 
Today’s Woman and Sports IIl- 
lustrated. 


Directors Drop 


ANAN’S Future 
on Stockholders 


(Continued from Page 1) 
nesday Mr. Cochrane said that the 
position of the News in the net- 
work was “undecided.” 


a The Chicago Tribune was re- 
ported most active among member 
papers in recent weeks in trying 
to hold the network together, af- 
ter several resignations—effective 
next Jan. 1—which included the 
New York Times, Toledo Blade, 
Birmingham News and Age-Her- 
ald, San Francisco Chronicle, and 
Indianapolis Star-News (AA, July 
4). 

An executive of the Indianap- 
olis Star-News told AA last week 
that it was “not actually resign- 
ing but giving formal cancelation 
notice, six months ahead of ef- 
fective date.” The reason, he said, 
is that “the Star-News is in ef- 
fect two new newspapers. We’re 
making a lot of changes, and we 
don’t know what we'll be doing 
six months from now.” With the 
Star-News, its affiliated paper, the 
Phoenix Republic & Gazette, also 
pulled out of ANAN. 


s Unofficial estimates currently 
place the surviving number of 
basic ANAN members at 31, how- 
ever, within the last three weeks 
an advertisement for the network 
placed the number at 46, as fol- 
lows: 


New York Daily News and 
Times; Chicago Tribune; Phila- 
delphia Bulletin, and Inquirer; 


Los Angeles Times; St. Louis Post- 
Dispatch; Washington Star; Boston 
Globe, Herald-Traveler; San Fran- 
cisco Chronicle; Milwaukee Jour- 
nal; Minneapolis Star & Tribune; 
Cincinnati Times-Star; Seattle 
Times; Indianapolis Star-News; 
Dallas News; Portland Journal; 
San Antonio Express-News; 
Columbus Dispatch; St. Paul Dis- 
patch and Pioneer-Press; Toledo 
Blade; Birmingham News and 
Age-Herald; Omaha World-Her- 
ald; Providence Journal-Bulletin 
and Sunday Journal. 

Long Beach Press-Telegram; 
Fort Worth Star-Telegram; 
Worcester Telegram & Gazette; 
Des Moines Register; New Haven 
Register; Salt Lake City Tribune 
& Telegram; Spokane Spokesman 
Review & Chronicle; Scranton 
Scrantonian-Tribune; Camden 
Courier-Post; Chattanooga Times, 
News-Free Press; Fort Wayne 
Journal-Gazette; Tacoma News- 
Tribune; Sacramento Bee; Little 
Rock Democrat; Corpus Christi 
Caller-Times; Phoenix Republic 
& Gazette; Fresno Bee; Troy Rec- 
ord and Times-Record; Amarillo 
Globe, News; Wausau Record- 
Herald; and Modesto Bee. 


Sisalkratt Promotes Two 


Jonathan Jackson, advertising 
manager of Sisalkraft Co., Chi- 
cago, has been transferred to the 
company’s New York office in an 
executive capacity. Thomas E. 
Kearney, assistant advertising 
manager, has been named adver- 
tising and sales promotion man- 
ager. The company manufactures 
a waterproof building paper, Sisal- 
kraft, a reflective insulation, Sisal- 
ation, and copper, armored Sisal- 
kraft. 


Gruen Signs tor NBC Quiz 


Gruen Watch Co. will sponsor 
the last half-hour of National 
Broadcasting Co.’s jackpot show, 
“Hollywood Calling,” with the 
Sept. 4 broadcast. The show bowed 
over 164 NBC stations yesterday 
(July 10). Jackpots for guessing 
a “film of fortune” will total $25,- 
000 in merchandise, trips, ete. 
(AA, June 20). 
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Finch Names Canadian Agent 


Finch Telecommunications, Inc., 
»Passaic, N. J., has appointed 
Canadian Marconi as sales repre- 
sentative for Finch facsimile ap- 
paratus in Canada. Tests are now 
being carried on by Canadian 
Marconi Co. with Finch facsimile 
apparatus, and demonstrations of 
the equipment are being scheduled 
with the police departments, news- 
papers, publishers, etc. 


wip * 


Chain Stores 
Lose, ‘Seattle 
Times’ Reports 


SeattLeE—Chain food stores and 
drug stores showed a slight drop 
in consumer preference in the 
past year, the Seattle Times’ 1949 
Consumer Analysis indicates. 

The percentage of families buy- 
ing most of their groceries at chain 
stores stood at 58.7 this year, last 
year at 65.7. Safeway dropped 
from 37.9 to 34.1; A&P from 16.0 
to 13.9; Tradewell from 9.0 to 
8.4. 

Certified Independent Grocers, 
a new voluntary group using con- 
sistent promotion for the past 
year, had the preference of 11.7% 
of families. A year ago, the Re- 
liance and Star stores, from which 


_In Every Customer's Hands a Dozen 
a <i 2 OOP oes. 


THE PRINCE KNIFE in Action 
is priced to fit your budget for pre- 
nium, promotional, or incentive plans. 


THE PRINCE KNIFE, new in design, new in appeal—sure 


to become an “‘old favorite: 


among men—is a proven 


business builder. Three positions for imprint. Choice 
of five solid colors and five two-tone combinations. 
Eastman Tenite Plastic handle. Surgical steel blade. 
Individually packed in handsome black and gold box. 


Write for discounts on The PRINCE KNIFE and other related items. 


Unsinger-AP Corporation, Toledo 1, Ohio 


@ The Courier-Express’ reaches 
those who must be sold to sell 
the Buffalo area. And it reaches 
them more economically. That is 
why its general (national) linage 
has increased 71% in the last ten 
years while its competition 
gained 51%. 


Remember, your dollar in the 
Courier-Express buys greater im- 
pact on the families with more 
money to BUY your products. 


Certified developed, had a com- 
bined preference of 5.2%. Inde- 
pendents also showed a gain this 
year at 14.9%, up 2.2%. 


a The method of having consum- 
ers indicate where they bought 
most of their groceries was 
changed this year. In the current 
survey, the consumer was asked 
to name the individual store. From 
a master list of stores,.the Times 
then translated this reply into 
terms of various chain or inde- 
pendent groups. Last year, con- 
sumers were given a check list of 
corporate and voluntary chains. 

The survey shows that Safeway 
was strongest this year among 
lower income groups. Here 39.6% 
of families in the lowest of five 
income groups said they bought 
most of their groceries at Safeway. 
The percentage dropped in each 
higher income group and stood at 
29.3 in the top income group. The 
opposite was true of A&P; this 
chain drew only 9.8% in the bot- 
tom income group but 15.7% from 
the top group. 

In drugs and toiletries, the per- 
centage buying most in depart- 
ment stores rose from 32.3 to 34.9, 
while the percentage buying in 
independent drug stores dropped 
from 26.2 to 24.8, and in chain 
drug stores from 24.6 to 22.7. Dime 
stores held even at 8.4%. Depart- 
ment and independent drug stores 
were strongest in upper income 
groups; dime and chain drug stores 
strongest in lower income groups. 
House-to-house salesmen were 
strongest in the middle income 
groups. 


a The survey of the greater Seat- 
tle market of 545,000 population 
is the second published by the 
Times under the direction of Allen 
R. Potter, head of research. 

Unlike some other surveys of 
this type, the Times’ analysis took 
questionnaires from families which 
do not have both an adult man and 
an adult woman. By this depar- 
ture, the Times obtained reports 
from widows with children, and 
from single men or single women 
living in apartments and buying 
groceries. The Times survey in- 
dicates that about 13,000 Seattle 
families have no male head. 

Krusteaz pie crust mix was well 
out in front with 72.4% preference, 
but this was a drop from 89.5% 
the year before. Betty Crocker, a 
newcomer in this market, and 
heavily supported by advertising, 
showed a preference of 17.8% 
this year. 

Margarine, used by 60.5% last 
year, dropped to 58.2%. Durkee’s 
was the preferred brand, with 
60.1%. Nucoa was second at 23.4%. 
Butter use was almost unchanged; 
75.7% this year said they used 
butter, compared with 75.8% last 
year. Darigold was the preferred 
brand at 50.8%; Carnation was 
second at 8.6%. 


gw Libby’s, Del Monte and Hunt’s 
held that ranking for peaches, 
pears and fruit salad. In each case, 
Libby’s was well in front, but 
Hunt’s showed gains, reflecting 
substantial promotion. 

Birds Eye, PictSweet and Ceder- 
green held that order for frozen 
vegetables and frozen fruits. 

Hershey led on consumer pref- 
erence for candy bars with 59.3%, 
up 3.3%. The nearest competitor 
was Mounds with 8.8%, up 3.5%. 

M. D. toilet tissue, a West Coast 
brand, increased its lead from 
31.2% to 33.7%. Scott dropped 
from 29.2% to 27.4%. 

Oxydol was given top prefer- 
ence among household laundry 
soaps. Its rating of 17.4% showed 
a slight gain from 16.8% the pre- 
vious year, while Rinso at 17.2% 
was down from 19.1% in 1948. 
Duz at 13.9% was third. The new 
detergents . marketed since the 
war found little call among the 
list of laundry products. But wider 
call was seen for detergents for 


dishes. After Ivory at 42.1% and 
Duz at 7.8% came Dreft at 7.7%. 


ws Toni topped the preference on 
home permanent kits with 82.9%. 
Richard Hudnut was second with 
11.1%. 

Among razor blades, Gillette 
showed a big gain in consumer 
preference, at 58.1%, up from 50% 
last year. Schick also gained, 
standing second with 15.7%, up 
from 12.5%. Gem showed a 
smaller gain at 5.9%, compared 
with 4.7% the previous year. In 
this category, the percentage of 
“don’t knows” dropped from 
15.5% last year to 1.9%. 

With men smokers, Camels 
maintained the lead, having a 
preference of 32.3%, compared 
with 32% last year. Lucky Strike 
at 27.8% was down a bit from 
last year’s 29.5%. So was Chester- 
field at 14.9%, compared with 
15.5%. Major gain was by Philip 
Morris, at 11.4%, up from 9.2%. 
Philip Morris also showed the 
only important gain among women 
smokers of cigarets. Lucky Strike 
at 26.7%, and Camel at 20.8% 
both showed drops; Chesterfield 
at 18% was about even, while 
Philip Morris rose from 11.2% to 
15.2%. 


a Olympia beer moved into first 
place in consumer preference with 
.35.1%, up five percentage points, 
while Rainier beer dropped al- 
most the same amount to 25.9%. 

The percentage using fully au- 
tomatic washing machines rose 
from 10.9 in 1948 to 14.4. Owner- 
ship of automobiles increased 
slightly to 71.7% of the sample. 
The increase was almost entirely 
in the top income group—those 
with a house rental value of $75 
a month and up. 

Goodyear, Firestone and U.S. 
Royal rated in that order in con- 
sumer preference for new tires, 


Advertising Age, July 11, 1£i9 


but Sears, Roebuck’s Allsta e 
showed the biggest gain—up fri » 
9.7% last year to 13.1% to raik 
fourth. 


Comfor-Reader to Bumberg 


Comfor-Reader, Inc., New Yo: «, 
reading stand manufacturer, bh is 
appointed Jay Gabriel Bumbe: ¢ 
New York, to handle its accow |. 
Shelter magazines, trade public \- 
tions and direct mail will be us: 4. 


(Advertisement) 


New Steel Co. V. P. 


Carl B. Pollock, manager of produc- 
tion, has been elected vice president in 
charge of production of the Allegheny 
Ludlum Steel Corp. A regular reader 
of The Wall Street Journal, Mr. Pol- 
lock finds this publication most help- 
ful in his day-to-day business deci- 
sions. Mr. Pollock is one of 24,505 vice 
presidents of a total daily reading audi- 
ence of 233,123. If you sell to business 
and industry you should advertise reg- 
ularly in The Wall Street Journal. 


YOU CAN reach 1,200,000 


1,200,000 Families 


Who Are Ready 
TO BUY FROM YOU 


families advantageously and 


effectively through the pages of Our Sunday Visitor-Register 


Unit. 


With the number of pages limited each issue, the ‘‘book’’ 
is not bulky. Your advertisement will not be lost among a lot 


of competitive copy. Modest space will easily dominate the 


page. 


Every advertisement on these pages is sure to be seen 


OUR SUNDAY VISITOR-REGISTER 
UNIT is the combination of the two 
largest religious publications which 
together reach 25% of the Catholic 
population in the United States. 
More than 1,200,000 families buy 
and read these publications. They 
look there for news, information, in- 
spiration, guidance — editorial mate- 
rial of a spiritual nature needed in 
the daily practice of their Faith. 
These papers are sought by their 
readers. They satisfy them. They in- 
fluence them. They lead them. 


and read,.and the peopl: 
have confidence in what they 
read here. 

This “‘unit’’ is ideal fer 
getting into more homes per 
dollar, for getting more sales 
per dollar. Look into it. It wi! 
cost you no more to let us 
help you get results in ths 
nation-wide market-place. 


PUBLISHERS REPRESENTATIVE 
C. D. BERTOLET & CO., INC. * 


30 N. DEARBORN ST. « 


CHICAGO 2, ILL. 


Qur Sunpay Visitor-Recister Unit 
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TV Ownership Rises 
500% in ‘Videotown’ 


2nd Newell-Emmett 
Study Shows Brand 
Preference Shifts Fast 


New YorK—Television set 
ownership increased 500% during 
the past year in Videotown, the 
secret test community near here 
in which Newell-Emmett Co. is 
carrying on a long-range study 
of the television market. 

This finding is reported in a 
second census, titled “Video- 
town One Year Later,” of every 
video set owner in the test city. 
The study was conducted by the 
agency research staff under the 
direction of Jerry Tasker, direc- 


A HOME OF YOUR OWN 


Write for details 


Practical Builder + Building Supply News 
5 South Wabash Ave., Chicago 3, ill. 


tor, and Bill Bunn, research man- 
ager, who established Videotown 
in April, 1948, as a laboratory to 
find out what is happening in the 
TV market. 

During the 12 months, the 
number of television families in 
this city of 40,000 population in- 
creased from 208 to 1,241. The 
average family spent $45 in 1948 
for television in Videotown. The 
current survey finds that one out 
of nine families now owns a set, 
compared with one out of 50 in 
April, 1948. 


e “Even in April, 1948, TV was a 
mass market medium in Video- 
town with 74% of the sets in mid- 
dle and lower income homes. To- 
day, the middle and lower income 
groups, which make up 83% of 
Videotown’s population, own 82% 
of television sets,” according to 
Mr. Tasker. “By the end of this 
year there will be more sets per 
hundred families in middle-class 
houses than in upper-class houses, 
and lower-class houses will about 
equal the upper class,” he pre- 
dicted. 

“On the basis of the current sur- 
vey, it appears that by Jan. 1, 1950, 
Videotown, again, will have three 
times as many sets as it had on 
Jan. 1 this year,’”’ Mr. Tasker said. 

Program preferences and listen- 
ing habits are not reported in this 
latest survey. The study made last 
summer showed that interest of 
TV owners was being kept at a 
high level by the increase in pro- 
grams available and the rapidly 
improving quality of telecasts, 
this year’s study states. After a 
year or more of set ownershiv the 
survey found only a slight drop in 
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CUSTER’S LAST STAND 
— JULY 25,1876 
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% 5 Years Later...1881 * 
% THE FIRST ISSUE OF » 
* THE DAKOTA FARMER & 
WAS PUBLISHED * 
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1881—The Battle of 

Little Big Horn was still fresh 
in the memory of early Dakota 
farmers. Large scale farming 


was reaching out into the vast Dakota Territory 
The DAKOTA FARMER was growing too . 


growing with this rich new land. It became then, 
and has since remained, the accepted and preferred 
farm periodical of the Dakotas. 

Over 100,000 Dakota farm families—70% of all 
farmers in the Dakotas—TODAY read and respond 
to DAKOTA FARMER advertising. 


NEARLY 70 YEARS CONTINUOUS SERVICE 
TO THE DAKOTAS 


usage could be detected. 


a Of the original 208 families who 
had sets when the first study was 
made a year ago, four no longer 
have a set, the study reports. One 
gave up because repairs were too 
expensive; one set was stolen; two 
families moved and were replaced 
by non-TV families. Twelve of the 
original families have different 
sets, half of them because of me- 
chanical difficulties and the others 
to get a larger screen. 

The trend is towards larger 
screens, the study reports. Screens 
of less than 9” have dropped from 
14% to 1.5% of the total. Ten-inch 
screens have a slightly decreasing 
share of sales except at Christmas, 
and 12” and larger screens ac- 
counted for nearly 50% of sales 
during the first quarter of 1949. 


s “The battle of set manufacturers 
is well under way—a battle of 
make against screen size and no 
make is firmly entrenched,” the 
agency survey states. “As new mo- 
dels and price structures are in- 
troduced (especially sets with 
larger screens at lower prices) 
there are sharp shifts from one 
make to another.” 

“Our study indicates that the 
merchandising activities of the 
local dealer, point-of-sale material 
and literature are also an im- 
portant factor in the brand battle,” 
Mr. Tasker said. “Before buying a 
set, people are doing more than 
the usual shopping around, check- 
ing ads, reading dealer literature 
and discussing sets with dealers 
and friends.” 

Average price of sets in Video- 
town is $384. 


w The study found 30 different 
brands in the 1,241 TV homes. The 
top two brands accounted for 
nearly 40%, but the brand share 
was changed. The survey reports 
the top two brands have dropped 
from a 60% position before 1948 
to a 27% position in the first quar- 
ter of 1949. Two newcomers to the 
market have each achieved a 12% 
position this year. 

The size of the average video 
family is dropping, the survey 
shows, but it is still above normal. 
Best current estimate for Video- 
town is 3.6 persons per family. 

The commercial market remains 
unimportant, as it was in April, 
1948, even though the number of 
sets has increased, according to 
the study. Bar installations went 
up to 72 sets, an increase of 60%. 
Club installations increased 120% 
to 22 sets. 


TELEVISION AUDIENCE 
SOARS, WRGB FINDS 


ScHENEcTADy, N. Y.—The figure 
is already obsolete, WRGB re- 
ported happily last week, but the 
General Electric station had an 
indicated 87,881 viewers for an 
average evening last March when 
it made a survey of the Albany- 
Troy-Schenectady area. 

Although added installation of 
video sets since that time has out- 
moded tHe actual totals, the coin- 
cidental telephone survey, con- 
ducted by G-E’s Opinion Studies 
Section, took in a large enough 
sample to project the percentages 
safely to the present tri-city audi- 
ence. 

A total of 1,553 calls was made, 
representing 9% of total set in- 
stallations in the area, with 1,244 
calls going to private homes, 309 
to public places. Calls were made 
between 6 and 10 p.m. nightly, 
spaced as evenly as possible by 
hours, over a two-week period. 


ws During the average evening, 
WRGB found, 16,418 of the 17,900 
sets installed were used, with the 
number varying from 6,319 be- 
tween 6 and 7 p.m. to a peak of 
13,587 sets between 9 and 10 p.m. 
The total audience of almost 88,- 
000 persons—made up of 55,075 
who watch television in homes and 


32,806 who view it in public places 
—compares with a total of about 
18,000 in February, 1948. 

Average number of viewers for 
all sets was 4.9 persons, compared 
with 10.1 viewers per set in Feb- 
ruary, 1948. The total audience 
grows rapidly as the evening pro- 
gresses, from 26,372 persons for 
the 6-7 p.m. period to 71,205 
people during the 9-10 p.m. per- 
iod. 


a Makeup of the audience, WRGB 
discovered, included 62% men, 
27% women and 11% children. 
As home sets are installed in 
greater numbers, the station looks 
for the proportion of men to de- 
cline until it is only slightly larger 
than that for women. During the 
average evening, the proportion of 
men rises from 58 to 68%; that 
for women fluctuates between 25 
and 30%, and for children drops 
from 16% to 6% by 9-10 p. m. 
Other data included in the sur- 
vey shows that in March: Home 
viewers used their sets 6.6 eve- 
nings each week, while receivers 
in grills, taverns, etc., were on 6.4 
evenings; 91.6% of home sets 
were used during all or part of 
seven evenings each week, with 
the figure 92.99% for public sets; 
the average home viewer listens 
4.7 hours per night, the “public” 
viewer 4.1 hours; and the average 
number of viewers per set was 
3.7 in homes, 21.4 in public places. 


67 


To Sponsor Joan Davis 

American Tobacco Co. will be- 
gin sponsorship of “Leave It to 
Joan,” new CBS comedy package 
starring Joan Davis, effective Sept. 
9 for Roi-Tan cigars. The program, 
currently heard as a sustainer on 
CBS on Mondays, will switch to 
the Friday, 9-9:30 p.m. time spot 
when it is sponsored. Lawrence C. 
Gumbinner Advertising Agency, 
New York, is the agency. 


MARKET 


NEW JERSEYS FOURTH LARGEST 


CONCENTRATED 
COVERAGE 


BAYONNE CANNOT BE SOLD 
FROM THE OUTSIDE 


You concentrate your sales message when you ad- 
vertise in THE BAYONNE TIMES because 
99-85/100% of THE TIMES circulation is con- 
centrated within the City of Bayonne. There's no 
competition since THE BAYONNE TIMES delivers 
more circulation in Bayonne than all other papers 
combined. 93% Home Delivered. 


Send for the TIMES Market Data Book 


THE BAYONNE TIMES 


NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 


295 Madison Ave., W. Y. + 228 WN. LaSalle St., Chicago 


. PIPTY. 


Closing Aug. 15, 1949 
Publication Sept. 28, 1949 
Regular Rates Apply 


N eth Heneibvedats Stidabiry’ s 
Seaman! Journal Campistorates 


as oF Service 
| Bctober ise? Issue “a 


YEARS 


THE TIMBERMAN 


@ 519 S.W. PARK AVE. @ 


PORTLAND 5, OREGON 


BONUS CIRCULATION 2,500 OVER REGULAR 10,000 DISTRIBUTION 


TE De ee a ae 


Economical FULL COLOR 
BROADSIDES, CATALOGS, 
SALES PRESENTATIONS 


| By Photo Gelatin, No-Screen, Process — 
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In the Fall 
BUY-LINES 


LADIES’ HOME 
JOURNAL 


@ BUY-LINES by Nancy Sasser has been published since 1941. BUY-LINES has con- 
sistently carried small, intimate messages with low-cost continuity from the country’s 
leading advertisers to women who live in the top metropolitan markets where sales are 
concentrated. Now . . . Nancy Sasser offers her personal testimonial value in a third 
newspaper column and columns in The Saturday Evening Post and Ladies’ Home Journal. 


For further information write fo 


SASSER PUBLICATIONS, INC. 


271 Madison Avenue, New York 16, N. Y. 360 N. Michigan Avenue, Chicago 1, Hil. 


propri 
igating 
ner A 
agenc} 
Force 

Gar 
$2,500 
by the 
9), bu 
to sigr 
Senate 
appro] 
an ap) 
ing. T 
the co 


a The 
fore h 
matte 
strata 
R&R, 
went I 
tions ¢ 
that tl 
the n 
some ji 
R&R 
Metzg 
dio an 


2,24 
Pos 
FC( 


Exi 
Pre 
of 


Was 
system 
Commi 
day as 
technic 
inodate 
lions, ¢ 
existin 
| early 
pared 
cutlets 
channe 

In a 
Lltra 
to the 


For in 
| ropos 


ton p 
| rotect 


a ae ae ee a a er ee a ae. a | ee te eee Pe a cee sa is i se So an tie sap REAR 
: = ig rag toe anes geen S ete i ey acl aie se Aes anaes ic ie ee ee te Be ee = is ol a Eas sh occa Fh ed or ie ote ee = ys Se gai 
TE et ge gh We en Eta ee Bis SS ee ee ey ee A ner ee ene ee Se SONS so ee ets a ee ieiiltiien: auction om a se 
ae Bi ales en ale & ee ce Dt a i! ee ie 
ile” ees eo a ee ee en ee hl le ee ie eo eee ee — 8 Ve ae * Ul hl ee 1 
a eee : ne ee = a ee hae ae ig 7s ae ‘ e ee ie ae : Ska ee (es . il eit a ae nae Wate Se a bh cea : os pce og ae te OAS es Be 
a ee es > eee =e > eagle a <a aS ae ; ia a, 3 oi wie IRD) IR CURES ee ean ite 
_aeeeee 
tamer 
ae, 
piel 
ae t , 
ar - ie EES # 
ee Qe Bi. 
a Pe ei. 
ae , - = aie 
ee pmmnnae, ee... : rr =r 
ee Mineman nee mm tenes nce tetera = ei ee y a 
c BES Silla a sie Rn ea ; 
: Peer ee Se Secret cN se panei Snare man 
Ses : Ba? * . Beats amarante ' 
ais fe a f | ee : 8. € 
pe See Le ee ae : 3 
aa Fe 7 See eee epee ne ee Bae : : Bee 
‘a BEEF LEE Ey hee Pe bie oe Bitar cnceegee ett a : Ee A 
. ie ge: agate he it. es eee sats ian Ege ee 
ae ee: ae pee ieecec nae een i Be, 
es ee — emits eee ere ee eee peer, 
i as RE 3 Suman ee pac Se he : : ee, 
ree ee sce eal nee ere i ay 
se BRE : rota ences geet : see : Be of 
elias Fe: ual a ee ee 
Rae je all "SE ee: ’ 
os Eee ge 4 4 3 EE ea ee Fe 
ieee et, yh _ oF es Be : se Was 
Fs at, ad Bi “Oe eae ace 
a | 8 prt Ee, ee eS ee Ruthr 
: a Bee a bes Hi es ee 
= ae all ee wer Be Bs, Mae Ee 
: EES al es 0 EEE SS, 
cree ieee ® e es S- RS Bees ge “ 
ieee eee L ae \) Ye ' — —__, .. iN ee 
Pl a, Seem Soe Reh ee ; He 
Mes P Bal - } ee ts | v Bb ee ce ’ 7 
= | / Oo be eal ae x 
: 4 ee - ae ee 
ee LL gee 
~wDd b ow eS gal alt Bes Fe 
be Pe eee ba 
a Dee L) ? a h d 4 ee Be 
ee Ee c O sf pv a Aue ne es es a é a * 
- _ TRO DPE NC 0” iw Y $$j.fFA 
2 Be: t 5? Gi. \ pb oe § es, fe - 
ales ee ew fee ee x f : ee 
= ee ot Se \) | ee ei, © dee ee 
a Se | ee S a oS 4 | ce 
a Se : oe .3 i“ > ? Lo 
Bee ie oe: \- i \ 7 t G j SS 
hi po . 7 ww ¥ ¢ \ ‘ a oe 
. Be : al . | - of he rs a ae 
(3 , q0 oF _————t 
a = : aa ee oes ck) om : oe 
er : 4 q eo ee Ae : ee Be Bie 
ee % % Ss : ee es ne : Be 
Mex? . oe a oS —— a 
ies ae ; E phew 5 Gees is ay = ee i os 
ae * WO etic, .~ 
ry, ae : a eo staal eS pe 
a Ss = “ Bares cn een oe ad 
a pa a rai TS Fi oe 
é OWNS ' DAK ) 
ae 
Bie 
eat ; 
ca 3 : ee ee ee ee 
cits pe ee cf the 
cai . Bente ec Bee end 49 
t ee structi 
| :  Dv,s 
iS | [end ¥ 
a _ = Jirthes 
sis | ee (VHF) 
ee ferent 
a9 : : . ss Ss : See i ee t pee In 
Sad ay ; ‘ _ 2 Siucaente ee ee eRe Sac cna nal 
Re ce ri = eee Soar 
eae * pico fey : . ss eo - en , , - 
Bir ae Shee sei ee athe a hi SRS POR es 5 pT eis 5 Seat ait Meteg hs: ye oe WP RRC ee Ngee nae ag bce ae aN. Be Ray meer RUny «etre: te ; = vas eet obaes CES Salle Lets pga wt Se eee a we cea 


